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Figuring the percentage of profit a line of 
shoes should earn is easily done... . but 
choosing the SHOES that will actually earn 
that profit is another thing! 


Outstanding among the advantages in 
PEACOCK SHOES is the fact that they are 
consistent producers of profits. 


Established consumer acceptance of 
Peacock Shoes assures lower sales- 


expense and less selling-effort 


Peacock Shoes have earned such wide con- 
sumer acceptance by their unvarying high 
quality and recognized style... . two factors 
that are further responsible for the consistent 
repeat-business Peacock dealers enjoy. 





THE SIGO . . . Distinctive one- 
eyelet tie . . . . Smart in all over 
suede or kid . . . . with contrasting 
underlay to emphasize the new 
Fagot stitching being used in dainty 


ties for straet and afternoon wear. 
Attractive in Black Suede with 


underlay of Light Grey Lustre Kid 
x ....and Black Fagot Stitching... 


Heel Heights... .17/8 to 20/8. 
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BOYD-WRIGHT SHOE CO. 


SAINT LOUIS «°° U.S.A 
DEACOCK CHES “ONE OF AMERICA'S FOREMOST STYLE NAMES’ 


When writing advertisers please mention Boot and Shoe Recorder 













e of 
but 


earn 


s in 
are 


On- 
igh 
ors 
ent 


) weer. 
e with 
tre Kid 
Ng... 

20/8. 





Boot AND SHOP RECORDER 


combining THe SHOB RETAILER, July 8, 1933 


RECORDER 


Vol. Clll, No. 18 






11 






JULY 8, 1933 


The VOICE of the TRADE 


- Thomas 
in his national broadcast on June 
22, said: “(By the way) Did you 
know that all suspension bridges 
are so constructed that they will 
rise or fall according to whether 
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the temperature is hot or cold? 
For instance, the great George 
Washington Bridge over the Hud- 
son River is so constructed that it 
can rise or fall within a compass 
of six feet. In extremely hot 
weather it is four feet below nor- 


_ mal, and when it’s extremely cold, 


the bridge rises two feet. 

“T learned this curious fact not 
from engineers, but from an ar- 
ticle in the Boor anp SHOE RE- 
CORDER. Its author is Dr. Norman 
Mattison of New York, and the 
reason why Dr. Mattison mentions 
this curious fact is that the arch 
of the human foot is like a suspen- 
sion bridge. It should have, says 
the doctor, the same function as a 
successful suspension bridge. 

“He says further that the trou- 
ble with a great many shoes is that 
they try to turn a suspension 
mechanism into an arch. A foot 
cannot be an arch and also carry 
out its natural functions. Many 
types of shoes thus distort the 
machinery of the foot with the re- 
sult that although we are born 
with five toes, many of us only use 
one of them. (Which one do you 
use ?) 

“You'd be astonished if you 
could read the list of ailments that 
can be caused by the incorrect use 





of your feet. They range from 
headache, stiff neck, congestion, 
neuritis, to arthritis and rheumatic 
pains. This is only a small frac- 
tion of the list. (You’d be sur- 
prised how many people get 
around this by spending most of 
their time off their feet, sitting 
down. Now I'll have to step on 
my feet and be on my way.)” 


* * * 


die A. Bush, 
president of the Brown Shoe Com- 
pany, told 200 sales representatives 
at the opening of a semi-annual 
sales convention at the Coronado 
Hotel: 

“The country has definitely en- 
tered a period of increased indus- 
trial activity. The Industrial Re- 
covery Act and the World Eco- 
nomic Conference at London indi- 





cate the continuation of the up- 
ward trend. Since the bank holi- 
day, a new attitude toward the dol- 
lar has been created. Instead of 
hoarding dollars the public has 
sought to transfer them into mer- 
chandise. The level at which the 
dollar is at length stabilized will 
determine the rise in prices which 
will come within the next three 
months.” 

T. F. James, vice-president of 
the Brown Shoe Company, who 
presided over the sales session, de- 
clared that the company has just 
gone. through one of the most 
frenzied periods of buying in the 





55 years of its histury, in contrast 
with January when business 
reached its lowest ebb. “We have 
turned our backs on the depression 
of 1929 to 1932,” he declared. 


* * xX 





Carles Henry Brown, 
who has devoted 25 years to a 
practical study of the requirements 
of the human foot and who devel- 
oped one of the fundamental sci- 
entific principles in last modeling 
and shoe construction, is now de- 
veloping Special Feature shoes on 
Fifth Avenue. He has proved 
that there is a business to be had 
with bunion feet as the basis of 
service. On this specific trouble 
he says: 

“Enlarged great toe joint is 
usually caused by shoes too short 
from heel to ball. The ball of the 
foot is jammed into the narrow 
forepart. The joint does what 
metal workers call ‘buckle.’ It 
bends toward the outside of the 
foot. The cartilages are bruised. 
Inflammation begins. This may 
go on for quite a while before 
the joint becomes a painful bun- 
ion. When the deformity becomes 
really noticeable the usual pro- 
cedure is to stretch ordinary shoes 
at the ball point. That gives tem- 
porary relief, but the stretched 
leather shrinks back—and_ the 
cause of the trouble remains. 
There’s no relief—no cure, no 
comfort that way. 

“The Special Feature way is to 













































begin by correcting the cause of 
the trouble. Correction begins in 
the /ast. Our lasts are shaped on 
the bottom, like the bottom of the 
natural human foot. Length from 
heel to ball is enough to relieve 
pressure on the joint. Also a posi- 
tive and permanent uplift is pro- 
vided for the entire width of the 
metatarsal arch structure, just 
back of the heads of the meta- 


tarsal bones.” 
* ak * 


 enpienaineions 
to Harry E. Fontius, recently elec- 
ted president of the Retail Mer- 
chants Bureau of Denver. He 
steps into a broadening field of 
merchant activity well prepared 
because of his activities in shoe 
retailing locally and nationally. 

o -%:-.0 


A\tbert T. Baxendale, 
president and sales manager of 
the O. A. Miller Treeing Machine 
Company, Brockton, finds an in- 
creasing market from many wide 
awake merchants who bear down 
on the extra sales possibilities in 
juvenile shoe trees. 

Possibly these progressive mer- 


Vi 


chants have taken a cue from the 
Foot Form shops in and about 
New York City who have special- 
ized in the sale of trees for the 
little folks. At any rate, there is 
a marked increase in the demand 
for trees for the youngsters and 
the reaction of the consumer has 
been excellent, according to Mr. 
Baxendale, who reports longer 
wear and more comfort for the 
juvenile through the use of the 
small size trees. Starting young 
America at an early age on the 
use of shoe trees is an excellent 
idea. 





C 





* * * 


H + A. Baker, 


buyer for the Frank Werner Com- 

pany of San Francisco, says: 
“The white shoe business has 

been 30 per cent of the entire vol- 
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“YOU’RE TELLING ME” 


—We’'ve all got a big job of “telling” to 
do over the next few years. 

—And that’s where Advertising—good 
advertising—fits in. 

—One of the thinkingest business men | 
know was in my office this morning and 
gave as his opinion that advertising would 
be the greatest influence this coming 
season in stimulating merchants to do a 
better and more profitable buying and 
selling job than ever before. 

—‘The Recorder,” added he, “is the nat- 
ural link between source of supply and 
point of distribution. It is also the nat- 
ural informative and educative influence. 
So, you of the Recorder staff have every 
reason to look forward to an unusually 
busy season.” 

—Therefore, let’s go at this job of adver- 
tising—‘you’re telling me” and “I’m tell- 
ing you"—with the very definite objec- 
tive of getting more shoes sold right 
during the coming Fall and Winter sea- 


Levin 6 Uiliee. 


President. 


ume this year and women are 
wearing white shoes everywhere 
and with everything. When the 
first Fall footwear is presented it 
will be such a change that it will 
make white footwear seem very 
old and the Fall models seem very 
new and the women will there- 
fore be interested in Fall footwear 
earlier than usual.” 
* * * 


Ruth H. Kerr, 


style analyst, says: 

“The fabric trades expect some 
promotion of ruby red velvets in 
hats and dresses; dark reds like 
Tokay and Red Currant, or Rasp- 
berry in daytime accessories, silk 
dresses and early Fall suits. This 
promotion is promised for the 
early September season.” 

x *x * 


Fency stitching 
is going strong in the women’s 
novelty trade, and some of the 
makers of men’s shoes are look- 
ing into it to see if there’s an idea 
or two that may be used in styling 
up men’s shoes. The men’s trade 
has seen fancy stitching before; 


but there’s always a chance for 
something new, novel and inter- 
esting in the way of stitching for 
style. Ordinarily men like their 
stitches plain and strong, while 
women like their stitches light and 
fancy. So look for tailored stitch- 
ing for men’s shoes, and dress- 
making stitching for women’s 
shoes. 
i. 


Fred Page 


of Torquay, England—eternally a 
shoe man—says : 

“A shoe fitter who really knows 
his job will, almost every day of 
the week, find someone with a 
foot trouble that needs medical 
attention. If he is observant he 
will find traces of edema (a swell- 
ing that when pressed with the 
finger remains pitted) which is a 
definite sign of either heart or 
kidney trouble. Without alarming 
the customer it is possible to so 
impress him (or her) with the 
gravity of the symptom, that an 
appointment can be made with 
either the customer’s doctor or 
one that the salesman is able to 
inform the customer he can recom- 
mend. 


QUALITY nin 
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p « W. Litchfield, 


president of the Goodyear Tire 
& Rubber Company, Inc., says: 

“The whole picture is changed 
because the public has started in 
not only to buy but to buy selec- 
tively—to seek out not merely 
low price, but sound, substantial 
value as well. 

“Tt is changed because men and 
women have learned that the 
wrong thing at the right price is 
not a bargain—that quality even 
more than price determines worth 
—that good merchandise, at a fair 
price, is shrewder buying than 


- poor merchandise at any price.” 


The first testing of the theory 
of selectivity comes with the Fall 
—many buyers are rebalancing 
lines in this belief. 
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Harry J. Grossman 
of the Cincinnati Shoe Company 
says: 

“While it is true that we are 
now in what is ordinarily called a 
Seller’s Market, I feel that it 
would be a serious mistake to at- 
tempt to do anything definite that 
would not click with the policies of 
the ethical shoe distributors. 

“There are shoe manufacturers 
and shoe distributors who could 
not come into a meeting with clean 
hands, but there are, in my opin- 
ion, a good number of shoe manu- 
facturers and distributors who are 
eminent citizens, who can sit in a 
meeting and aid in the develop- 
ment of mutually agreeable plans.” 


* * * 


W. F. Washburn, 


president of D. Armstrong & Co., 
Rochester, recognizes among his 
customers a very definite demand 
for better grade shoes, rather than 
an inclination towards patterns in 
the lower end of their line. 

“We put in an $8.50 shoe at re- 
tail,” declared Mr. Washburn at 
the Hotel New Yorker, “feeling 
that a part of our customers would 
take advantage of this new line; 
but the innovation has had the re- 
verse effect, as many of our cus- 
tomers are asking for a hand-sewn 
welt to retail at $12.50 and $14.50. 
It’s the familiar story of dropping 
prices and nobody buys; on rising 
prices everybody buys. Our sales - 
are up 60 per cent over the same 
period of a year ago. 

“One of the outstanding shoes 
we introduced this year is the 
‘Cent O Prog’ shoe developed and 
featured by F. E. Foster & Co., 
Chicago, who are having an un- 
usual response from women look- 
ing for comfort and foot relief 
when visiting the Century of 
Progress Exposition. This shoe is 
built on a 14/8 heel, the height 
least disturbing to women and one 
that gives correct balance. 


* * * 


Frank H. Curry, 


managing director of the New 
York Shoe Manufacturers’ Board 
of Trade, says: 


1933 


“Not only through the Indus- 
trial Control measure and the 
benefits to be secured from the 
code to be adopted which should 
end price cutting and other unfair 
competitive methods but through 
the normal upswing in business 
will we see again the leadership of 
the Brooklyn shoe industry. 

“A meeting of shoe manufac- 
turers of the metropolitan district, 
including New York, New Jersey 
and Connecticut, was held recent- 
ly and lasted far into the night in 
the effort to agree on hours of 
labor and a minimum wage that 
will be satisfactory to the approxi- 
mately 14,000 workers in the in- 
dustry in this city, of whom 9000 
are in Brooklyn. Total wages of 
$17,909,516 were paid in this city 
in 1931, with the total value of 
shoe products placed at $56,850,- 
383, of which approximately $35,- 
000,000 may be credited to Brook- 
lyn.” 

* * * 


3 000,000 people 
will be put to work for a begin- 
ning of industrial recovery, ac- 
cording to the government pro- 
gram. Allow three pairs per year 
per person, the common average, 
and 9,000,000 pairs more will be 
wanted. This is based on the as- 
sumption that few new shoes have 
been bought by the unemployed. 
That’s one gain in prospect for the 
Fall. 

Other millions will later be put 


to work, as the government devel- 
ops the industrial recovery pro- 
gram, and so other millions of 
pairs of shoes will be wanted. 

The peak production of 361,- 
000,000 pairs of shoes was gained 
in 1929. Last year’s production 
is commonly estimated as being in 
the vicinity of 314,000,000 pairs. 
So there is a production deficit of 
47,000,000 pairs to be made up. 

Making up this deficit, in face 
of rising hide and leather markets, 
is certainly going to be a vast re- 
tail service problem. 


* * * 


dd | 

ncreased orders 
and inquiries from foreign mar- 
kets have come to the American 
leather industry as a result of the 
prevailing dollar exchange and the 
rising raw stock prices,” says J. G. 
Schnitzer, of the Leather Division 
of the Department of Commerce. 

“The Department sees indica- 
tions of larger sales abroad of 
American leather. South America 
is the only dark spot in the pic- 
ture, as stringent exchange condi- 
tions exist there. But for the rest 
of the world, the outlook is con- 
sidered more favorable than at any 
time in the past year. 

“Closely examining exchange 
quotations since the drop of the 
dollar, European countries have 
found it more advantageous to 
place orders in the United States 
than with former suppliers.” 





The vacationing merchant finds some Redskin competition. 
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The New Path tol! 


No. | of a Series of Articles on Important 
Aspects of the New Era in Shoe Retailing 


By LAWRENCE A. SCHOEN 
Operating Director, Wise Shoe Co., Inc., New York 


The retail business in America 
has come to maturity along with the rest of the 
country. The age of retail exploitation is over. It 
ended when the last community in America that real- 
ly needed another shoe store got two of them. 

It is no longer possible to lease a store, put some 
merchandise on the shelves and in the windows and 
do business. Neither is it possible to operate suc- 
cessfully an existing business by the old methods of 
an outworn era. This revolution in retail conditions 
demands a corresponding revolution in retail thought 
and method. What does this mean to the retail shoe 
merchant? Assuming that he can grasp its sig- 
nificance, where can he turn for help and guidance in 
his transition period? Perhaps in this series of ar- 
ticles I can in some measure point out the path that he 
must follow, indicate perhaps what seems to me to be 
the principles which must underly his operations in 
the future. 

Basically, the retail shoe merchant in the future 
must see his business not in splendid isolation, as the 
political speeches of the early ’20s used to go; he 
must see it as his customer sees it. He must see it 
always in relation to his customers’ requirements and 
desires. He must see it in relation to those things 
which influence those customer requirements and de- 
sires. In short, the retail shoe merchant, in order to 
be successful in the future, must make a constant 
and alert analysis of the requirements, desires and 
habits of the women in his community. The results, 
the judgments, the information which arise out of 
this continuing analysis of past, present and future 
must be incorporated into every plan, must dictate 
every action. 

This revolution in retail thought and method should 
be welcome to those merchants who have the keen- 
ness to see it and the vision to grasp its significance. 
These merchants will find in this one resulting prin- 
ciple of customer analysis a rallying point around 
which they can reorganize their operations. They will 
find a new purpose in their business and from a pure- 
ly practical standpoint they will find a central idea 
which will enable them to give intelligent direction to 
their business operations. 


What are the general lines that this science and 
art of retailing will take? Let us see if we can block 
out briefly, in this first article, the lines along which 
the merchant will direct his operations. Just how 
does this reorientation of the merchant’s point of view 
bring ordered direction instead of confusion and 
hesitancy ? 


l have tried to illustrate 
in the chart accompanying this first article this prin- 
ciple of customer analysis. You will observe that 
every operation listed on the charts begins with the 
customer. You will also observe that the heart of this 
chart represents the goal toward which we are al! 
striving in our business operations—net profit. Be. 
tween the customer and net profit there are certain 
definite daily, weekly and monthly operations that are 
indispensable if you are to succeed in attaining your 
business goal. 

In the past, in too many retail organizations, the 
usual order of things has been to start all operations 
internally and then let the results of those operations 
flow out to the customer. The retail business has not 
been the only one guilty of this ingrowing view- 
point. In manufacturing, as in retailing, the prevail- 
ing policy was to produce the article and then leave 
it to the sales department to go out and sell the article 
produced to the consumer. In recent years alert 
manufacturing organizations have realized the neces- 
sity of merchandising their products. They have 
first gone out and ascertained what the consumer 
wanted and then called in their design and produc- 
tion executives and produced the wanted articles. 

Surely the retail merchant can do no less. This is 
particularly true of the retail shoe merchant. I know 
of no other business today in which the average manu- 
facturer is so close to the consumer and yet, from the 
standpoint of knowing what she really wants, so far 
away from her. This throws almost the entire burden 
of interpreting consumer demand on the retailer. This 
being so, he must be prepared to accept it. 

Reverse the old order of action. We now begin 
with the customer. Information on types and, kinds 
of merchandise she wants, when she wants it, how 
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Profitable Retailing 


A 


“Basically, the retail shoe merchant of the future,” declares Mr. Schoen, “must see his business, not in splendid isolation, but always in 


relation to his customers’ requirements and desires.’ 


much she wants to pay for it and how she wants it 
sold to her, flows in to us from her. Based on this 
information we go into action, and the results flow 
back to the customer in the form of merchandise she 
wants, when she wants it, promoted in a way that 
will attract her and sold in a way that will appeal 
to her. 

In other words, the road of progressive retailing 
today has been double tracked. This is a basic prin- 
ciple of retailing in this era. It has nothing to do 
with the size of the organization, nothing to do with 
the volume, nothing to do with the number of stores 
being operated. It applies to you as an independent 
merchant operating one store just as it applies to the 
Wise Shoe Company operating many stores. This is 
the retail principle illustrated in the chart. Double 
track your own business. Your customers are telling 
you every day what they want; they have been telling 
you for years. They will continue to tell you for 
years to come. 

This matter of customer analysis, as illustrated by 
the chart, can be divided roughly into four sections 


according to the types of resuits that should emerge 
from the analysis: 


1. That part of your customer analysis which will assist 
you in setting up the compass, the general policies of 
your business. This includes roughly the following two 
sections of the chart. 

a. Analysis which will result in a much better knowl- 
edge of the types of merchandise that you should 
carry in your store. 

. Analysis that will enable you to judge more precisely 
the price lines at which that merchandise should be 
sold in your store. 

In a subsequent article I will discuss in detail the method 

of making this customer analysis and the tremendous 

benefits which will come to you through this knowledge 
of types required and price line-up. 

. That part of your customer analysis that will assist you 
in meeting the specific requirements and desires of your 
customers. In other words the specific merchandise as 
to color-material-design-heel that you should carry 
within the general types and price lines referred to in 
section one (1). This includes the chart arms as fol- 
lows: 

a. Knowledge of past selling. 

b. Planning for future selling. 

c. Merchandising to current customer demand. 

These also will be discussed in detail in subsequent ar- 

ticles. 
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KNOWLEDGE 
CUSTOMER 
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Customer Demand and How to Analyze It 


3. That part of your customer analysis which will assist 
you in knowing how most effectively to tell the customer 
markets you wish to reach that you have the things they 
desire. 

a. The right publicity to attract customers. 
In a later article I will discuss in detail the matters of 
retail advertising and window display. 

. That part of your customer analysis that will assist you 
in getting the maximum sales to your customers after 
they have entered your store. 

a. The right personnel to serve your customers. 
b. The right floor supervision to obtain maximum sales 
results, 


The foregoing outlines in a general way the picture 
of customer analysis and the things that can and will 
emerge from this important work. This work has a 
particular significance to retailers today. 

During the past few years business conditions have 


changed so radically that we retailers have had to 
begin each season almost as thought we were going 
into a new business. New policies, new price lines 
in addition to new merchandise have been the order. 
Indications are not lacking today that some upturn 
is ahead. You must build a new business. I say 
build a new business advisedly because the chances 
are your new business will not bear much resemblance 
to your old one, if it is to succeed. However you ap- 
proach this problem, do not attempt to retrace your 
old footsteps. The retail world has moved on since 
the days when you. were engaged in building up to 
your peak in the nineteen twenties. Build on a new 
foundation. Customer analysis will supply that 
foundation as we shall see as this series continues. 
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Color Gives 


Stimulus 
to Sales of 


Riding Boots 


A studio which tints, 
paints and designs shoes to order to match gowns, 
and which even extends its activities into the field 
of tinting the tops of riding boots, is proving a 
worthwhile and trail-blazing promotion at the shoe 
section of the A. Polsky Co. department store in 
Akron, Ohio. 

The pioneering innovation of treating riding boots, 
converting the staid and traditional black and tans 
into boots distinctive and alluring, with a charming 
touch of femininity, caught the fancy of the younger 
riding set immediately. The result of this indorse- 
ment was a pleasing demand for the transformations 
which continues unabated. Inspiration for the novel 
idea had its ‘inception largely from observation of the 
trend toward more colorful riding attire, according 
to E. B. Belhumeur, manager of the store’s shoe 
shop, himself a riding enthusiast. 

Operation of the studio is declared to have marked 
the welcome end of unsatisfactory dye jobs and to 


E. B. Belhumeur, man- 
ager of the A. Polsky Co. 
shoe department, Akron, 
is himself a riding en- 
thusiast and hence knows 
what the trade wants. 


have added materially to the shop’s general popu- 
larity. 

“The dyeing of shoes has doubtless been carried 
on extensively in recent years, and I believe that most 
merchants have experienced the same disappoint- 
ments in this that I have, in that the shoes did not 
always come through properly dyed,” commented 
Mr. Belhumeur. 

“Tt was this unsatisfactory condition that led to a 
decision to open our own studio. After a thorough 
tryout, we are convinced that aside from other im- 
portant advantages, the result has been to do much 
to create a community feeling that whatever one’s 
footwear wants, they can be obtained in our de- 
partment. 

“The studio has demonstrated its ability to func- 
tion smoothly in turning out dye jobs from the plain- 
est to the most extreme, such as artistic creations 
which match perfectly the print of evening gowns, 


[TURN TO PAGE 31, PLEASE] 


The attractive studio 
in the A. Polsky Co. 
store where shoes are 
tinted, painted and 
designed to match 
gowns, and even the 
tops of riding boots 
are colored to har- 
monize with the more 
colorful trend in rid- 
ing apparel. 
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Feature Shoes That 


Heres an idea that gives a new slant on an old subject just at 
the beginning of the most popular vacation period of the year. 


VvvvVv 


National attention is focused on the big fair. The need for 
shoes that give ease in action when one is sightseeing is obvi- 
ous. Dramatizing the idea in advertising and displays is certain to 
create added interest in your store as the source of correct shoes 
properly fitted to assure fullest vacation enjoyment, whether one 
goes to Chicago or spends his or her vacation elsewhere. 


Vvvv 


The promotion may be carried out simply or elaborately, as cir- 
cumstances dictate. Your local paper can supply a World’s Fair 
or travel illustration that carries the idea of the ad-heading: 
“You’LL Rive To THE Farr, put You’LL WALK WHEN You (Get 
TuHere!”—or “Are You Goinc To THE Fair? Be Farr To Your 
Feet.” 


Vvvv 


The ad-copy should, of course, emphasize that at the fair or 
elsewhere, “enjoyment ceases when your feet hurt,” and that foot- 
aches and ills are avoided by wearing your carefully fitted, cor- 
rectly built shoes. 


Vvvv 


Century of Progress posters or pictures will give interest to 
your window displays. If they’re not available, an appropriately 
worded sign will serve to emphasize the idea. 


Vvvv 


The point to remember is that many people everywhere are 
vacationing in July and August—and that the store which appeals 
to their interest in vacation footwear is certain to command much 
more attention than those which are so busy “saleing” they fail 
to appeal to this large group of vacation shoe customers. 


aaa 


THE WINDOW SETTING 


White, red and blue panels, with 
posters or pictures of the Century 
of Progress on two of them, make 
an interesting setting for the foot- 
wear suitable for all-day comfort 
when sightseeing or vacationing. 
The message on the third panel 
is timely and interesting. Another 
card reading, “Wherever you go, 
whatever you do, you'll have all- 
day comfort in a (store name) 
shoe,” should also appear in this 
display. 


VvvvVv 
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the Century of Progress 


Give Feet Ease in Action 








The original size of the ad-layout suggested for this Cen- 
tury of Progress promotion is approximately three columns, 
twelve inches—sufficient to permit a generous display, with Youll Ride tothe > the Fair BUT- “* 
descriptions of footwear for men, women, boys and girls. 


The following copy suggestions ‘outline the points to be 
emphasized throughout— 


Vvvv 


YOU’LL RIDE TO THE FAIR—BUT YOU’LL WALK 
WHEN YOU GET THERE! 


In your preparations for a vacation trip to the Fair (or 
anywhere) remember that your pleasure ends when your 
feet hurt. Sightseeing places an all-day strain on your feet. 
You must be sure your shoes are correctly fitted—certain to 
give all-day comfort and support if you want to keep go- 
ing and enjoy yourself. You can be sure of it when you 
wear (store name) shoes. And—for further comfort—take 
two pairs of these good walking shoes with you, so that you 
can change daily. 






































—VvvvVv 








YOU CAN’T ENJOY THE FAIR UNLESS YOU ARE 
FAIR TO YOUR FEET! 


With proper shoes, your feet will carry you far—but—* 
unless you’re fair to your feet your pleasure will be 
marred, for the fun ends when your feet hurt. (Store name) 
shoes, correctly styled, and carefully fitted will keep your 
feet fit. ‘Whether you visit the Fair or spend your vacation 
elsewhere, wear (store name) shoes, and enjoy sightsee- 
ing or play to the utmost. 



















































































Your Store Name 






































THE FOLDER 


Because of the universal interest in the Century of Progress 
this folder is sure to get attention. Because of the uni- 
versal desire for foot comfort, your message will be read. 
Coming at the height of the Summer season, it is sure to 
get action. It gives pleasant and interesting variation from 
the over-abundance of sales appeals that clamor for atten- 
ticn everywhere in July. Use it with the newspaper ad and 
window display suggestion to round out the Century of 
Progress promotion. 








SSS 
here. 
Yo ur Store Name 
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COLOR COORDINATION GUIDE 


to be used with the 


FALL 1933 HOSIERY COLORS 


New renditions of taupe, 
representing the smart Fall evolution of Spring 
greys, grege and natural beige, are highlighted in 
the collection of twelve hosiery colors for Fall just 
released by the Textile Color Card Association 
to its members. 

These subtle taupe tones of medium and darker 
value are emphasized as the outstanding neutral 
theme in Fall hosiery. They blend perfectly with 
the high-style taupes of both brownish and grey- 
ish casts, so significant in Fall costumes and ac- 
cessories, and likewise key smartly with other 
fashionable Autumnal shades, including darker 
greys, ruby, berry and vintage reds, navy and pur- 
plish blues. 

The coordination guide which follows has been 
especially prepared to assist you in the successful 
sales promotion of the new hosiery tones. The 


interpreted by 
MARGARET HAYDEN RORKE 
managing director 
The Textile Color Card Association 
Of The United States 


shades are briefly described and their correct cor- 
relation with the latest color trends in costumes, 
millinery and shoes is explained in detail. 


TAUPE SHADES 


These taupe tones constitute the outstanding 
neutral theme in the Fall color mode. They are 
strongly emphasized as the smart high-fashion 
range for wear with taupe, medium or darker grey 
and greyish mixtures, as well as many other fav- 
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ored costume colors, notably the ruby, berry and 
vintage reds. 


BISCAYNE—medium neutral shade—smart 
composite of taupe and brown. 
COSTUMES 


The correct complement to neutral Fall beiges 
and light browns, including Stonebeige, Doebeige, 
Biscayne; wide range of greens, as Dundee Green 
Arcady, Chutney Green; berry reds, as Barberry 
Red, Mulberry Red; dark navy, as Corbeau Blue; 
black. 

SHOES 

Indies Brown, Fawn Brown, Brown Taupe, New 
Admiralty Blue, Black. 


SMOKEBROWN—very new rendition of a 
smoke shade with undertone of brown. 

COSTUMES 

Keys smartly with costume taupes of both 
brownish and greyish casts, as Brown Taupe, Mole 
Taupe, Smokebrown; vintage reds, as Tokay Red, 
Vintage Red; darker greens, as Dundee Green, 
Lizard Green; navy, as Corbeau Blue; eggplant 


type, as Bluberry; téte de mnégre browns, as 
Licorice Brown; black. 
SHOES 


Brown Taupe, Gungrey, New Admiralty Blue, 
Black. 


BEIGE TAUPE— important light taupe of beige 
cast. 

COSTUMES 

Harmonious with fashionable taupe range in 
Fall costumes, including Beige Taupe, Brown 
Taupe; medium and darker neutral greys, as Town- 
grey, Cartridge Grey; reds, as Mulberry Red, 
Rubylustre; navy, as Corbeau Blue; violet or pur- 
plish blues, as Metallic Blue, Pansy Petal; purple, 
as Phlox Purple; black. 

SHOES 

Flintgrey, Gungrey, Brown, Taupe, Black. 

BROWN TAUPE —high-fashion dark taupe of 
brownish cast. 

COSTUMES 

Blends perfectly with high-style costume and 
shoe shade of same name. For late Fall and Win- 
ter wear with téte de négre browns, as Licorice 
Brown; vintage reds, as Tokay Red, Vintage Red; 
metallic or mossy greens, as Lizard Green, Bronze 
Green; deep purplish shades, as Bluberry; black. 
In very sheer hose. 

SHOES 

Brown Taupe, Gungrey, Black. 


BEIGE SHADES 


Medium and darker beige tones in subdued neu- 
tral types, as well as clear warm versions, offer a 
variety of lighter harmonizing notes with a wide 
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Have every salesperson read this hosiery coordination 
guide so well interpreted by Margaret Hayden Rorke, 
an authority especially qualified to harmonize costumes 
and shoes with the proper shades of hosiery. 

You can increase your hosiery sales through more 
intelligent merchandising, with a better informed sales 
staff who can advise the customer what fashionable 
women will wear with Fall costumes and footwear. 

Hosiery is a very definite part of the ensemble and 
every shoe salesman should be able to offer convincing 
fashion advice regarding hosiery colors. 

Feature this chart in your hosiery department. Your 
customers will be attracted to it to obtain the latest 
fashion news, coordinating shoes, hosiery and costumes. 


TL 


range of costume shades, including darker beiges, 
rusty or yellowish reds, light mossy greens and 
lively purplish blues. They are stressed for early 
Fall townwear and, in golden or softly glowing 
tones, for formal wear. 


GALA—Clear medium beige of golden cast. 


COSTUMES 
Smart for formal wear with melon and orange 


- hues, as Indian Melon, Golden Orange; yellowish 


red, as Tartan Red; rusts, as Burnt Rust, Zinnia 
Red; yellowish greens, as Brassgreen, Tipperary 
Green; pastel tones in the “bonbon” range; white; 
black. 

SHOES 

Slippers matching or smartly contrasting with 
gown, Gold, Silver, White, Black. 


CLEARSAN—darker sandy beige, widely adapt- 
able because of its neutral cast. 

COSTUMES 

Important shade for general wear with navy and 
medium blues, as Corbeau Blue, Cruise Blue, 
Glory Blue; reds, as Fez Red, Barberry Red, Tokay 
Red; neutral beiges, as Doebeige ; medium browns, 
as Fudge Brown; greens, as Frostgreen, Dundee 
Green; black. 

SHOES 

Indies Brown, New Admiralty Blue, Fawn 
Brown, Black. 


BALI—rich darker beige with soft glow. 

COSTUMES 

In perfect harmony with the important new 
browns, of tobacco and slight reddish casts, as 
Burnt Brown, Chona Brown, as well as_ lighter 
complements of these shades, including Cocotan 
and Spice Rose; also very smart with rusts, as 
Zinnia Red, Burnt Rust, Orange Laque; chocolate 
tones, as Fudge Brown, Friar Brown. 

SHOES 

Madeira Brown, Swagger Brown, Bourbon. 

[TURN TO PAGE 40, PLEASE] 
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A New Sportsmanship in Business 


Venes A. Edison was of the 
belief that “the causes of depression might never be 
found because they sank deep into human nature.” 
Business is reviving now because of forces that are 
equally as unsolvable. 

Take a look at your own store. It is pretty much 
the same as it was in ’29 and on May 1, 1933. Seats 
for the customers, the lights in the ceiling and the 
carpet on the floor are familiarly common-place. You 
get just as angry with the errand boy for coming 
in late in the morning and shirking his work in mid- 
day. You have the same old problems digging up 
the money to pay the bills, while retail customers con- 
tinue to charge and forget to pay. In a hundred 
ways, from the opening of the store to its close you 
are doing the self-same things in the self-same way 
as you did in 1929, on May 1, 1933, and today. 

But there has been a change. One of the greatest 
changes in your business life. A change that you 
could almost see and feel and hear and it has all come 
in ninety days. Who is there to say that emotions 
cannot move mountains while facts are barely able to 
lift molehills? 

The depression hit a mean low March 1, 1933. In 
a paragraph the story is told: 

“What Edison meant was that this fixed rise and 
fall in affairs is a matter of the human will—not the 
will of a group or a generation but the will of endur- 
ing humanity itself. That is a force of nature. The 
gooseflesh of a depression is derived from a chilling 
of this ‘will underneath.’ In good times human will 
functions well. It surges on to make times better. 
From surge it passes to splurge. It stages a balloon 
ascension. The balloon always bursts and down drops 
the national will to a period of paralysis. Then it 
dusts itself off and goes on.” 

Business is reviving now because this inherent will 
to live is reviving. The will of the public to move for- 
ward and upward has changed the entire mood of 
your store, every business in America and the very 
nation itself. One great thing has come to all of us— 
a mental profit. Here we are in early July and even 
though most of us are not a dollar better off than we 
were on March 1, we are “rarin’ to go.” 


Today the shoe store may be just the same. But 
you face eagerly something which is not yet on pape: 
nor even action but which you feel will be the spirit 
of new business. 


_* sense that perhaps things 
will be sold for their selection and their worth and 
that you can make a profit in so doing. You know 
that the term for value is going to be a true term 
hereafter—walue is capacity for profitable use. You 
have a feeling that the difference between expendi- 
ture and retail price is going to give you a return 
for the amount of capital and work that you put into 
your business. You feel that you are not going to be 
as harassed by the unscrupulous competitor who has 
been favored in his buying and who is ruthless in his 
selling. 

All these are possibilities that may come during 
intelligent group action. Group action, to make the 
rules of the game equal for all men, will be the great- 
est step forward made in business. Only a few sim- 
ple rules are needed in the new game—such as the 
assurance that no goods are sold below cost; that no 
loss leaders are permitted at a price below cost and 
that all statements must be measured by the rule 
of truth. 

It is the hope of these things that speeds recovery. 
There will be less opportunity for the mischievous 
percentage in business to take smart advantage. In- 
stead of pointing with pride to the operator who has 
been able to “put over a fast one,” the new rules of 
the game may be such as to make him almost indus- 
trially ostracized. 

If the rules of the game arc to have penalties be- 
hind them, they are all the more positive of enforce- 
ment. But even without the penalty of $500 fine and 
six months imprisonment—trade scorn will correct 
chiseling and cunning, secret concessions and all the 
festerous deals that make business so cowardly. 

You and your store and its policy and purposes may 
not show outward change but there has been a glor- 
ious internal change which we can all hope will 
create a new sportmanship in business. Let us ap- 
proach all codes with this high purpose. 
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" EARLY a half-million pairs since first put 
on the market, only 18 months ago. Shoe 

é merchants now buying nearly 5,000 pairs daily. 

NV That is the sales history of Selby Styl-Eez. 

: Why has Styl-Eez won such quick and enthu- 


siastic approval from the trade? Because of the 
special Styl-Eez Features which give a new sales 
appeal not found in any other style footwear. 
You don’t have to depend solely on price or 
style, which anyone can talk about, to build a 
business on Styl-Eez. The Styl-Eez Features pic- 
tured below give you a “plus” value in building 
repeat customers, as they can be instantly felt and 
ina most pleasant manner the moment the shoe 
is put on, causing the customer to become con- 
scious of the fact she has bought something other 
than just a pair of shoes or a nice sounding name. 






LENOX MODEL— 
ONE OF THE 48 
IN-STOCK STYLES 









5,000 PAIRS DAILY 


shows what shoe merchants think of 


SELBY STYL-EEZ 


Retailing at $6 with over 45% mark-up 
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Space does not permit the whole story of the 
Styl-Eez sales-success formula—but the Styl-Eez 
salesman will show you the facts. You would be 
making a serious mistake if you failed to wait for 
it. Write or wire for the Styl-Eez salesman now 


—no obligation. 








5 points of the 


STYL-EEZ 
Sales-success formula 


T A rolled innersole, with a moulded piece of fibre to 

support the inner arch; a long, strong supporting 
shank for the longitudinal arch; and a sponge rubber 
pad for the metatarsal arch. 


y A line that has proved its ability to build re- 
peat business. 


Priced to retail at $6 with better than 45% 
mark-up. 


4 A fashionable shoe that is comfortable. 


5 Selby sales-helps that sell shoes. 


STYL-EEZ 
FEATURES 

















THE SELBY SHOE COMPANY - Portsmouth, Ohio 
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An interesting dramatized display of corrective shoes which was used in a special promotion by F. & R. Lazarus Co., Columbus, Ohio. 


Corrective Shoe Windows Should 


Dramatize 


Foot Health 


a their enthusiasm for 
the promotion of sport shoes, white shoes and other 
Summer footwear during the month of July, shoe 
merchants should not overlook the importance of 
giving special feature shoes a proper place in their 
plans for window publicity. There is a constant back- 
log of consumer demand for orthopedic footwear the 
year around, and this volume of potential sales can 
be increased by well timed window displays and a 
succession of convincing newspaper ads at regular 
intervals. 

Success in selling shoes of the corrective type de- 
pends upon educating the customer as to their use, 
function and value, and this process of education must 


v 


Dramatized Display, with Human In- 

terest Appeal, Most Effective in Gain- 

ing Attention of Possible Special Shoe 
Customers 


be carried on constantly through effective ads and 
windows. Summer is a time when people are par- 
ticularly susceptible to foot discomforts and conse- 
quently the store that sells corrective shoes should not 
let a month pass in Summer without a good window 
display devoted to this class of merchandise. 

The key to a good corrective shoe display, we be- 
lieve, is to be found in its educational purpose. It 
should show the customer the need for the shoe an« 
demonstrate in a simple but convincing way how the 
shoe performs its function. It should not be too com- 
plicated or scientific. It is in this particular that many 
orthopedic shoe displays and advertisements fail to 
accomplish that which is intended. Customers who 
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ln the new Peter's line for fall every style 
feature is represented. 50-50 shoes... Button 
Oxfords . . . Shawl and Kiltie tongue effects . . . 
Wide Buckle Pumps... all the important 


new features. 


LOUIS e Lf. 


i! arf! Veg 


JURA he ete mee 


All the volume colors... the new Flint and Toupe 
Grays... Indies, Madeira and Swagger Browns, 
as well as the staple Blacks are featured in the 


smartest styles we have ever offered. 


In Stock, widths AAA to C, sizes to 9 


MISS OU RI 
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An excellent presentation of white and other Summer footwear, designed by R. J. Patterson, display man for Weiss & Goldring, Alexandria, 
La. The firm reports that this window produced gratifying results in actual sales. 


have foot ills or mild discomforts are interested in 
shoes that are built to afford relief for their troubles, 
but the average customer lacks the background of 
knowledge to follow a detailed and involved scientific 
explanation of how they accomplish their purpose. 
He wants to know, briefly and concisely, what the 
shoes can be expected to do for him, and the display 
man should keep this objective in mind when he plans 
and creates his window. 

To carry out this educational purpose in a convinc- 
ing way, the dramatized type of display is most ef- 
fective. A window can be dramatized most effectively 
through human interest appeal, and that is the secret 
of the interest in the Lazarus store window display, 
Columbus, Ohio, illustrated herewith. Note how the 
enlarged photograph of the woman in three poses 
capture the attention of the prospective customer, 
and suggests through terse captions the varying 
physical ailments that may result from foot condi- 
tions, and which can be relieved by the right type of 
shoe. “Do your feet hurt?” asks the caption for the 
first illustration. “Does your back hurt?” “Pain in 


leg muscles?” Thus this window appeals to three 
broad classes of people who, in the.experience of the 
orthopedic specialist, suffer from physical ailments 
that may be traceable to bad feet and whose troubles 
may be relieved by a properly fitted corrective shoe. 
The photographs provide the human interest and the 
captions and sub-captions get the story over in a way 
that is simple, direct and convincing. 

The display itself is equally simple and effective. 
The fixtures and stands are of the modernistic design, 
employing the tubes and cylinders which are now be- 
ing used so extensively. They give a graceful, pleas- 
ing appearance to almost any window. A compara- 
tively small number of shoes are shown, but they, too, 
are selected with a view to arousing the interest of 
various classes of customers who may prefer differ- 
ent styles or types of shoes. Thus, some oxfords are 
shown, some step-ins and some strap effects of a more 
formal pattern. : 

Practically the same principles apply to displays of 
men’s corrective shoes, but here it is a good idea to 

[TURN TO PAGE 31, PLEASE] 
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Six months ago, many of us 

started together on a 
camera-and-word tour 

through themoderntannery 

of our company. Today, our 

trip is completed. + For us 
ithasbeenapleasantone. «+ We 

have watched the rough, dried 
goatskins we saw in the raw stock 
warehouse become slowly transformed into firm, pliable skins 
of Black Kid, beautiful in their brilliant lustre and soft, silky 
grain. « We have learned the infinite importance of expert 
knowledge, practical experience, and meticulous care in the 
grange of glazed kid, and the impossibility of tanning good 
id by rough-and-ready, “approximate” methods, by inexact 
applications of chemicals, and by insufficient “rest” periods in 
which each skin can assimilate and react to the processes through 
which it has been put. And today we stand in the finished Stock 
Rooms through which the out-flux of more than 960 carefully 
graded assortments of Black Glazed Kid, plus the colored and 


Black and colored glazed hid for 
outside stock and linings (also gen- 
wine Kangaroo) can be obtained 
from Surpass in any grade and 
of standard unvarying quality 


INITS 


other finishes we make, 

runs in a steady, unceasing 

flow. » As we bid you 
“Goodbye!” and express 

to you our appreciation 

for your visit and our hope 

that it has benefited you 

in increased knowledge of your 
business, we want to leave you with 
two thoughts: « Because it is a direct result of the skill and 
the attention we give to the production of this essential 
leather, a result of expert, careful treatment, of constant 
analysis, and of unceasing testing and checking of all factors, we 
are rather proud that more Black Glazed Kid is bought from us 
than from any other tannery in the world. + And just as manu- 
facturers and retailers have found that at no time during the past 
few trying years have the standards of our grades suffered, so we 
believe they will find that in this approaching period of activity 
and increasing production our output will at no time be “forced” 
at the expense of the quality or the fineness of our product. 


gth & Westmoreland Sts. 
PHILADELPHIA 
New York Boston Chicago 
Cincinnati Milwaukee St. Louis 
London (England) 


SURPASS 


LEATHER CoO. 
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An experiment was tried 
out in the Childs Shoe Store of 
Holyoke, Mass., late this Spring 
which has been tried in other stores 
—that of opening an underpriced 
basement department. In this case it 
was opened both for the express pur- 
pose of combating the chains and 
cleaning house upstairs. 

This new department, I found, 
made excellent use of these words, 
“Quality Shoes at Low Prices.” Now 
that it has been in operation for some 
three months, the newness has worn 
off so that it is functioning just as 
planned. Most of the play is on the 
women’s shoes and hosiery, although 
the children’s section shows con- 
sistent action. 

An innovation was tried out in the 
children’s shoes which is working out 
good, that of pricing all size runs at 
the one price of $1.95. Boys’ shoes 
are sold at two prices, $1.95 and 
$2.45; the men’s at $3.95, $2.95 and 
$1.95, while the women’s prices are 
established at $3.94, $3.45, $2.95 and 
$1.95. 

In a city the size of Holyoke 
(60,000), the boys in the store know 
most everyone, so the management is 
sure that the trade which goes down 
stairs is additional business, in that 
none of the regular customers pat- 
ronize this section. 

Regular goods from regular manu- 
facturers are carried, so that this de- 
partment is not a “junk dump” by 
any means, but a segregated section 
where lower priced merchandise is 
sold. Of course a considerable part 
of the stock is out on display within 
easy reach of the customers. That 
makes for quick selling. 





by HARRY R. TERHUNE 
FIELD EDITOR 





The Burnett Bros. 


Shoe Company of Boise, Idaho, have 
a novel method of reaching prospec- 


tive and other brides. The two en-. 


terprising brothers carefully scan the 
society columns of Boise and ad- 
jacent centers looking for engage- 
ment announcements. Next comes 
the follow-up in the shape of a polite 
letter of congratulation and with the 
added suggestion that the Burnett 
Shoe Company is qualified to supply 
the 1933 bride with the proper foot- 
wear for the trosseau within the 
medium price range. Then follows a 
brief description of the proper shoes 
to buy for afternoon and evening 
dress as prescribed by fashion au- 
thorities, as well as street and sports 
footwear. It is also found that Friend 
Husband has also scanned the letter 
and drops in also for his needs in 
footwear. 





I; does not take a 
very long conversation with T. J. 
Summers, manager of the Cincinnati 
Stetson Shoe Shop, to be convinced 
of the fact that here is a shoe man 
who has many clever ways of getting 
and holding his trade. 

Developing new trade calls for 
considerable skull practice, says Sum- 
mers. The idea is to keep the fact 
constantly before the prospective 
customer’s mind that Stetson shoes 
are good shoes, that the store is lo- 
cated on such and such a street and 
that they would be glad to, at least, 
show their shoes whether the cus- 
tomer contemplates buying or not. 

This latter plan of showing stock 
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to every one who enters the store 
was stressed by Summers as very 
important and as something over- 
looked by the average salesman. Af- 
ter showing the different patterns 
Summers gets the names and ad- 
dresses, if possible, of the visitors 
and later sends them a card which 
emphasizes the quality of the Stet- 
son shoes. 

In speaking of sales plans, Sum- 
mers said that one of the most ef- 
fective ways of getting business he 
ever had used was to get the names 
of all occupants of office and manu- 
facturing buildings and mail them an 
interesting sales letter and keep on 
sending such letters until the name 
of the store had registered in their 
subconscious mind. 

This is another store that is secur- 
ing additional business through sug- 
gesting the second item. For every 
pair of shoes that is sold the sales- 
person suggests the proper polish, 
the extra pair of laces, or whatever 
is needed to keep the shoes in shape. 
And they find that it pays to sug- 
gest these additional items in in- 
creased sales volume. 





That's an interesting story 
told by A. C. Ludlam relative to the 
riding boot sales in the store of Lud- 
lam & Riggs. This Wichita Falls, 
Tex., firm sold exactly 1,386 pairs of 
riding boots during the first ninety 
days they started to sell them. And 
all at regular price, too. 

Now to quote exactly what Mr. 
Ludlam told me: “This selling of 
1,386 pairs of riding boots in ninety 








‘ 
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“A well-rounded stock of Poll Parrot shoes 
doesn’t call for a large investment and when 
properly handled it turns fast (five and six 
time turnovers are not unusual). Markups 
are good, markdowns small. You seldom 
see Poll Parrots on the bargain table.” 


Quite a number of stores, large ones in- 
cluded,are reporting to us that their in- 
vestment in Poll Parrot and our other 
grades of juvenile shoes is the most profit- 
able they have ... and there is no reason 


why this should not be true in your store. 


Comparatively few are in the children’s 


shoe business in the right way. With the 
majority it is treated as a side issue, and 
the Poll Parrot proposition is one with 
which big things are being done. 


Dnavestigate it 


Poll-Parrot Shoes 


“They Speak For Themselves’ 


* 








ROBERTS J OHNSONS RAND 


Branch of International Shoe Co. 


ST. LOUIS, MO. 





When writing advertisers please mention Boot and Shoe Recorder 





30 


days made us a gross profit of $2,082. 
In addition to this profit, as a direct 
result of the boot sales, we sold a 
large quantity of boot hooks, spurs, 
boot socks, riding breeches and other 
accessories which swelled our profits 
considerably. 


“It might be interesting for you to 


know that we never had at one time 
more than 50 pairs of boots in stock. 
The riding boots have also proved a 
splendid drawing card and greatly 
increased the pairage of our shoe 
sales. They brought into our store 


people who had never bought here 


before, and whom we probably would 
have been unable to attract in any 
other way.” 





U, in the Bronx the 


other day to see the orthopedic shoe 
store operated by Dave Weisberger. 
There’s a store for you. Not a single 
pair of shoes in the entire $50,000 
stock over a 15/8 heel; all shoes 
marked in plain figures—no code 
marking whatever; nothing to sell 
but shoes, no hosiery, no arches, no 
accessories, just shoes, and using an 
absolutely original sales ticket. 

If the Bronx were apart from 
New York City, it would be consid- 
ered a fair sized village, in that over 
a million and a half people reside 
there. It has many trading centers 
and the one where Weisberger is lo- 
cated is considered a good one. 

This sales ticket is reproduced so 
as to illustrate the thorough way 
Weisberger has of preserving a full 
history of a sale. Under “Remarks” 
is recorded what advise is given the 
customer and if the recommended fit 
was accepted without question by the 
customer. Being able to have a writ- 
ten record of the transaction saves 
many arguments later. 

When the store was opened in 
1922, Weisberger gambled on this 
method of doing business—“To do 
things right, or not at all.” This, to 
his mind, meant fitting every one 
right and not even white lies to be 
told relative to sizes or anything else. 
It was pretty tough sledding for the 
first year at least to educate custom- 
ers to an appreciation that a size was 
only a marking and not a fitting. 

Salesmen here are instructed to 
sell shoes right. A man is rated by 
his call trade, and the number of 
customers who complain of being 
misfitted. Shoe fitters here are most 
careful in their work, for all shoes 
which are misfitted through their 
fault are charged to them. And 
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Weisberger does not believe it pos- 
sible to hire first class shoe fitters at 
salary paid to errand boys. 


Estamuienan 1014 INTERVALE 9-4862 


DAVE WEISBERGER 
Orthopedic Shoes 


1012-14 WESTCHESTER AVENUE 
Naan Simpson STREET 
BRONX, N. Y. 











REGULAR ORTHOPEDIC LAST. 








BUNION LAST. 


MODIFIED OXFORDO______STRAP PUMP. 
STARSO SUPINATOR ("++ root snot) 


CLUB FOOT SHOE 





BRACE SHOE 








OUTER 
WEDGE HEELS INCH INNER 


JONES MET. BAR. 1M. 





INSIDE MET. RAISE 





INSIDE SHANK RAISE 








ARE PLATES TO BE USED’. 
REMARKS: 








nes. VU. 6. PAY. OFFICE 


Every sale made in the store is recorded 
on the above sales slip which is filed away 
for future reference. 


A brother, Morris Weisberger, has 
charge of this store. He is assisted 
by Harry B. Michaels who does most 
of the outside work such as contact- 
ing hospitals, doctors, mother’s meet- 
ings as well as selling right in the 
store. Most of the men in the store 
including Michaels have been with 
Weisberger for at least ten years. He 
does not change help very often as 
may be surmised. 





A sample of every 
regular item carried in the basement 
department of the La Torra Shoe 
Co. at Boulder, Colo., is shown on a 
long rack extending out from the top 
of one of the shelf sections. The 
novel, specially constructed fixture 
has had a highly beneficial effect on 
sales, according to manager John F. 
La Torra. 

The rack is simple of construction. 
It consists merely of a wood rail 
parallel to the edge of the shelf sec- 
tion, which is located aboyit six 
inches in front of the shelves. The 
heels of shoes displayed rest on the 
top of the shelf section, and the toes 
on the rack. The fixture is long 
enough to accommodate several 
dozen pairs of shoes. 


“The rack is a good thing from 
several standpoints,” says La Torra. 
“In the first place, it simplifies sell- 
ing. The salesman can take the cus- 
tomer to the rack and let her make 
several tentative selections, and then 
get these shoes in her size from the 
shelves and fit her in the regular 
manner. Naturally, this saves a 
good deal of time for both customer 
and salesman, because guesswork as 
to what the customer wants is 
eliminated. Obviously, the better 
service thus made possible means 
more repeat business. 

“We have also found that the dis- 
play has a marked suggestive value. 
In selecting her first pair of shoes, a 
customer is likely to see something 
else that she wants and ends up by 
purchasing two or more pairs instead 
of one. I believe that many of us 
have in the past overlooked the im- 
portance of having a variety of stock 
out where it can be seen plainly by 
customers. 

“Furthermore, the rack display 
keeps customers interested if they 
have to wait a few minutes to get 
service. In many cases, a customer 
will have a shoe picked out when the 
salesman gets to her.” 





p atrons who drop into 
the Boston Store in Chicago to buy 
a pair of shoes are agreeably sur- 
prised to have a smiling clerk whisk 
out their old frazzled shoe laces and 
pop in a brand-new pair. Or if a 
button is loose or a buckle is hang- 
ing on by its last thread or some 
other minor repair is calling for at- 
tention, this is also attended to gra- 
tuitously by the cordial sales person. 

“We try in every way to make our 
customers feel that we are more than 
merely shoe sellers. We want them 
to understand that we are their 
friends,” says Mr. A. Sachs, speak- 
ing of this new friendly gesture. 





The Cleveland Stetson 


Shop has installed a barrel for old 
shoes in the center of their store. A 
sign above the barrel reads, “Leave 
Your Old Shoes for the Unem- 
ployed.” According to Allen V. Hol- 
brook, manager, he wants to get old 
shoes off his prospective clients’ feet 
so they cannot keep going back to 
them. It is also an aid to charity. 
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Color Stimulates Sales 
[CONTINUED FROM PAGE 17] 


and its work has been extended to 
leather shoes. 

“We later conceived the idea that 
perhaps riding boots could appropriate- 
ly be made more colorful, especially 
with the riding enthusiasts choosing 
the more colorful habits, the interests 
in pastels, the increased desire of the 
younger set to contrast either in deli- 
cate or sharper colors. We have so far 
found our judgment in this sustained. 

“We realize that the step is a dar- 
ing one, but at the same time it can be 
recalled that a few years ago we were 
more or less conservative in the selec- 
tion and buying of women’s footwear, 
and since we have given so much at- 
tention to the styling of shoes, encour- 
aging the American woman to adopt 
the more colorful footwear, I believe 
the same thing holds good in respect 
to riding boots. 

“There is -no unwritten law that a 
woman must wear either a black or 
brown boot in order to participate in 
horseback riding, and I am of the 
opinion that if we but extend them the 


opportunity, it will be only a compara-_ 


tively short time until they disregard 
the old, customary black and tan and 
make their selections from the more 
feminine and youthful boots.” 
Establishment of the store’s studio 
for its basic purpose alone is said to 


have been an unusual departure among 
Ohio shoe shops, while the practice of 
extending the tinting service to riding 
boots is reported to have been re- 
garded as the first similar venture in 
the entire country. 


Corrective Shoe Windows 
[CONTINUED FROM PAGE 26] 


stress, not only the comfort appeal, 
but what correct foot posture may mean 
in the way of increased efficiency and 
success in business or any other field 
of activity. We recall one very striking 
window display of men’s corrective 
shoes which we saw recently, built 
around this theme. “Go Places and Do 
Things” was the caption played up in 
big felt letters in the background and 
several display cards carried brief, 
well-worded messages telling how the 
well shod man, who is free from nag- 
ging foot troubles, is likely to be the 
successful man in business, in sport, in 
social contacts, etc. 

This sort of a human interest appeal 
is the modern slant in corrective shoe 
advertising and window displays. It is 
tending to replace the mechanical, in- 
volved scientific arguments that were 
formerly used and that failed to regis- 
ter with many people. For the desire 
of the orthopedic merchant or manu- 
facturer is to sell shoes not only to the 
cripples and the people who are suffer- 
ing from grave foot ills of long stand- 
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ing, but to the much larger group who 
are perhaps conscious of some slight de- 
gree of foot strain that can be quickly 
remedied by preventive measures, 
namely by wearing a well designed and 
correctly fitted type of special feature 
shoe. 

Shoe stores should keep up a steady 
sales pressure on white footwear and 
sport types during July, but should 
feature them from the angle of style 
and use during the vacation period, 
rather than from the standpoint of 
price. The ReEcorDER contends that 
July is too early to reduce prices on 
white shoes or hold clearance sales of 
whites. For July is the height of the 
vacation season, and white shoes should 
be at the peak of their demand at this 
time. It is inadvisable, in our opinion, 
to sacrifice profits on any class of mer- 
chandise at the peak of its selling 
season. 

White shoes can be moved in July 
effectively and profitably through extra 
advertising pressure in newspapers 
and other media and especially through 
gvod window displays, such as the 
Weiss & Goldring window which we 
also illustrate in connection with this 
article. It is a simple, well planned 
window such as the average shoe store 
can create without too much expendi- 
ture. Windows like this, showing a 
wide assortment of styles in varying 
price ranges, appeal to a large class of 
customers and should prove effective 
as mid-Summer sales builders. 
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Ads Sell Shoes for the Fair 
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Chicago Stores Feature Special Types 
for Foot-Weary Visitors to Century of 
Progress Exposition 


Lvs not a far cry from the 
Century of Progress Exposition, being held in Chi- 
cago, to thousands of pairs of feet, screaming for 
relief from their aching condition, caused by walk- 
ing miles through the Fair, witnessing exhibits and 
displays that are attracting visitors from all over 
the world. 

Chicago shoe merchants and the shoe departments 
of leading department stores have recognized that 
a majority of visitors, as well as their own custom- 
ers, have not prepared themselves with walking 
types of shoes to actually “do” the Fair in comfort 
and enjoyment. Grasping the opportunity of in- 
creasing sales volume, frequent advertising is being 
used to exploit footwear, particularly adapted for 
tramping the Fair. The appeal is directed to those 
who have suffered. with foot ailments after one day 
at the Fair and are eager to buy a pair of shoes, 
possessing the correct last and especially the right 
heel. 

The cepy in all ads stresses correct heel heights 
with much importance being attached to this feature 
of the shoe. Some stores dramatize the idea with 
special art work. Reports indicate that this approach 
to extra business has been responsive, as many out: 
of-town visitors are rushing into the stores for foot 
relief. 

This is but another principle of advertising prac- 
tice based upon timeliness and an emergency, as well 
as a promotional event developed around on oppor- 
tunity that offers shoe sale possibilities. 

O’Connor & Goldberg, in an attractive layout, 
featuring two shoes, emphasized their “Exposition 
Heels,” that are very smart and very sensible. 
The message is especially appealing to Chicago peo- 
ple and without a doubt visitors were attracted to 
the headline, “Exposition Heels.” Out-of-town Fair 
visitors are all exposition minded and any copy tieing 
into the Fair is bound to have a sales compelling 
value. 

The F. E. Forster & Co., in their hand-lettered ad, 
deliver a very instructive message on their Cent-O- 
Prog shoe, “the all day walking shoe.” The idea is 
wrapped around the Century of Progress Fair and 
aimed directly at the visitors to the exposition. The 
opening headline says: “So ... here’s the shoe by 

[TURN TO PAGE 40, PLEASE] 
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No. 1951—White Kid 
“Sandria”’ 
16/8 Cuban Louis Heel. .$3.00 
Medium Pointed Toe Last 


“ONE GOOD TURN 
SELL ANOTHER” 


No. 1102—White Kid 
“Regent” 

16/8 Heel—AAAA to C 
Medium Pointed Toe Last 
No. 7150—Black Kid 
“Regent” 

16/8 Heel $2.75 
Medium Pointed Toe Last 


No. 1533—White Kid 
“Presto” 
20/8 Belle Louis Heel. ..$3.15 
Medium Rounded Tce Last 


IMMEDIATE 
SHIPMENT 


GENUINE HAND-MADE 
WaHirtrE TURNS 


AT ONLY 


$D-43 to HsR-ls 
IN-STOCK 


Leading retailers report that real 
white shoe selling has only just 
started. 


They are prepared with larger than 
ever white stocks for July. 


® 


Keep your stock efficient through our 
rapid stock service department. 


Patterns are all popular, staple and 
safe—backed by our long-established 
reputation for quality. 


DODGE 
BLISS & PERRY 


@ COMPANY, INC. 
NEWBURYPORT, MASS. 
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No. 1108—White Kid 
“Edna” 


20/8 Heel—AAAA to C 
2% to 8 $ 
Pointed Toe Last 


No. 0893—White Topo Cloth 
“Edna” 


19/8 Belle Louis Heel. .$2.75 
Pointed Toe Last 


This chart indi- 3%] 4 [412] 5 [Sg] 6 [6b] 7 [7] 8 


Additional 


charge 


No. 0951—White Topo Cloth 
“Sandria” 
16/8 Cuban Louis Heel. . .$3.00 
Medium Pointed Toe Last 


“THE CORRECT. DODGE 
FOR ALL OCCASIONS” 


No. 4225—White Pig 
“Puncho” 


Medium Rounded Tce Last 


cates the sizes and 
widths available 
on in-stock num- 
bers. 


AAA 


AA 


of 25 cents less 
than three pairs. 
Terms 5% 10 days. 


No. 1375—White Kid 
"Nanna" 
16/8 Cuban Heel 
Medium Rounded Toe Last 
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_ NEW ENCLAND «+ BETTER VALUHBE 


THE MODERN 

FIRESTONE FOOTWEAR 
FACTORY AT HUDSON 
MASSACHUSETTS 


7 y \ 


d ‘t 
\ FIRESTONE IMPERIAL 
RUBBER HEELS 


ps Oo Have these advantages 
i ee. 


1—20% more wear. 
2—New live rubber. 
3—Light weight. 
4—Perfect tread. 
5—Skid-proof. 
6—Attractive style. 

No other rubber heel has 

ALL of these features. 


CANVAS AND ATHLETIC FOOTWEAR 
GAITERS — RUBBERS — FOR ALL THE FAMILY 














DISTINCTIVE PROTECTIVE FOOTWEAR 
FOR ALL THE FAMILY BY FIRESTONE 
THE SURE PROFIT MAKERS FOR FALL 


ND why shouldn’t FIRESTONE FOOTWEAR be the first choice of merchants wise in 
the knowledge of what the “new deal” means? 
They know there is only one sure road to profitable merchandising—the elimination of costly mis- 
takes. 


There can be no mistakes when these factors—which Firestone guarantees—are present: 


QUALITY—through and through. 

STYLE —gaiters, rubbers, overshoes, boots, for all the family, 
with instant eye appeal. 

FIT —The Firestone line is famous for fit. 


SERVICE — 


PRICE —based on values! insures a competitive position on a 
profitable basis. 


MAKE NO MISTAKE IN YOUR FALL SELECTION OF PROTECTIVE FOOTWEAR 
SEE THE FIRESTONE LINE AND LEARN WHY 


Remember! with Firestone service you are geared to world-wide resources, which means in addi- 
tion to quality merchandise at competitive prices, unfailing, dependable service at all times. 


FIRESTONE FOOTWEAR CO. FACTORIES AT HUDSON, MASSACHUSETTS 








NEW ENCLAND + BETTER VALU 








Boston Shoe Fair Visitors 


are cordially invited to our exhibits at 
the Hotel Statler and at our Boston office, 
140 Federal Street. 


®@ The latest developments in shoe con- 
struction will be shown in rooms W716 
and W718 at the Hotel Statler and in 


room 614 at our home office. 


® Visitors are also invited to room 700 
to inspect our footwear museum, 


the largest of its kind in the world. 
July 10, 11, 12, 1933 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Selling Below Cost Prohibited 


Industrial Control Codes Indicate Need 
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for Unified Decision Within Each Inaustry 


Nationally it appears that 
what we will soon need is a coordinator to coordinate 
all coordinators. The Industrial Recovery Act may 
have as its primary purpose the reduction of unem- 
ployment and the enhancement of public purchasing 
power but it is also producing confusion on confu- 
sions. 

First let us face the fact that the Control Board 
at Washington has no official model plan of its own. 
It has to depend on the knowledge and initiative of 
the various industries themselves. 

As to the industries, there is abundant evidence 
that much conversation and conference must be had 
before each trade presents a unified front. So this 
promises to be the busiest summer for associations. 
Associations are increasing many-fold because little 
groups within industries are developing protective or- 
ganizations to cover their particulars. 

In the shoe industry, for example, such newly or- 
ganized associations as the National Association of 
Stitchdown Manufacturers, the American Pre-Welt 
Shoe Manufacturers Association, the Council of 
Greater New York Shoe Manufacturers, the Nation- 
al Association of Slipper Manufacturers, Manu- 
facturers of Women’s Popular Grade Shoes of New 
England ; and many others are in contemplation. All 
these voices are important to the groups so organized 
but the Government believes that each industry will 





coordinate opinion so the final code can be the “voice 
of united industry.” 

Secretary Roper this week said: 

“It has seemed to me during my experience at 
Washington that business has always spoken with too 
many separate voices. It has not ‘come to one’ with 
itself or with its own problems before approaching 
the country and the Government. Each separate in- 
terest, whether an industry or a part of an industry, 
or a particular firm, has come here separately secix- 
ing to promote that special interest without taking 
account of the needs of other business or labor groups. 
Do something toward bringing into unified focus 
the manifold voices of business.” 

Industrial Recovery news is front page everywhere. 
Experienced industrial publicists are employed by 
Washington ‘to “break” the front page and to keep 
industries active so that the codes may be made op- 
erative before Fall. 

The reason for action is the imperative need of 
getting at least 3,000,000 more men back to work by 
early Fall. Code delay therefore will not be tolerated. 
The Government has a special new club to use on dis- 
senters from the Industrial Control program. It will 
probably be more effective than either public hearings 
or the example of other cooperating industries.- It 
consists of the threat “unless you cooperate; unless 
you put men back to work, raise wages and work as 
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a group so the effect is noticeable by the end of the 
year—what the next Congress will do to you is going 
to be just too bad—too bad.” So we can expect a 
summer show-down on codes. 

Many industries now engaged in seasonal buying 
for Fall and Winter stock have been forced to put 
on the orders reservations indicating that if the In- 
dustrial Recovery Act increased costs, same will be 
added to the price of the goods not yet fabricated. 
This threat of increased cost of goods the minute 
the industrial code of the industry is made manda- 
tory, is the basic reason why manufacturing busi- 
nesses in all lines escaped the Summer slump. It is 
considered good business to buy shoes early and to 
get them in the store before the inevitable rises in 
factory costs. Purchasing agents of great corpora- 
tions, who bought little or nothing on the ‘falling 
market of two years ago, are now buying ahead— 
far ahead because tomorrow’s prices may be higher ; 
those of next month or next year still higher. For 
the first time in two years we have a Seller’s market 
in many lines. 

Ten to twelve dollars as a minimum wage for 
women and $12 to $18 as a minimum wage for men 
may not seem to be much of a build-up in purchas- 
ing power but it actually represents a real step-up 
over current wages. If labor accepts these mini- 
mums, you can appreciate how far wages have actual- 
ly dropped. 

But a true hitch on all industrial codes comes on 
the hours of labor. The retail dry goods code, as 
submitted, asked for a forty-eight-hour clerk week. 
If this code gets by, Washington says, it will be much 
harder to enforce a shorter week in industries and 
yet there is this point to be said about clerk hours 
at retail, Many hours are spent in just waiting for 
customers. Actual selling and actual store housekeep- 
ing may represent but twenty hours of productive 
labor out of the 48 hours; but retailing can only be 
done one way—through having a clerk on hand and 
available. 

Now the intimation comes from the Government 
that it is particularly anxious to get more people to 
work in stores for the white collared worker is now 
considered. A small number of retailers building the 
Retail Dry Goods Code wanted to try even shorter 
hours on a stagger system of employment. They 
were so badly outnumbered that they soon quit on 
the plan and concentrated instead on a better wage 
influence. Their influence kept the scale finally sub- 
mitted from being lower than it was. But the Gov- 
ernment is not going to take the 48-hour retail week 
and permit it to be applied to manufacturing. Many 
pleas have been presented that longer hours are neces- 
sary to meet special factory conditions. The textile 
industry’s 40-hour week is hardly what the Gov- 
ernment wants either but that industry will probably 
get by when it comes to the total shift work provision. 
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TO PREPARE SHOE RETAILING CODE 


Committees are announced this week whose function will be the 
preparation of a common shoe retail code acceptable to all shoe 
retailers in the United States. 

Several preliminary meetings have been held cooperatively by 
officers of the National Shoe Retailers Association and representa- 
tive leaders of non-member groups. At one meeting it was estimated 


that some $400,000,000 worth of retail sales were represented in 
the gathering. 

The final significant meeting, held at the Hotel New Yorker, 
crystallized the approach to the retail code in the formation of two 
committees, one representing the N. S. R. A., consisting of: 


A. H. Geuting of Geuting’s, Philadelphia, Pa. 

Otto Hassel of Hassel Shoe Company, Chicago, Ill. 

Edwin Hahn of Wm. Hahn Company, Washington, D. C. 
J. Gordon McNeil of Thayer, McNeil Co., Boston, Mass. 
Jesse Adler of Adler Stores, New York, N. Y. 

J. A. Goldberg of O’Connor & Goldberg, Chicago, Ill. 


The second committee of six, representing non-members of the 
Association, consists of: 


Ward Melville of the Melville Shoe Corporation, New York. 
Elmer J. Bliss of Regal Shoe Company, New York. 

James Wright of G. R. Kinney Company, New York. 

Max L. Friedman of A. S. Beck Company, New York. 
Robert Schiff of Schiff Co., Columbus, Ohio. 

Mark Edison of Edison Bros. Company, St. Louis, Mo. 


The combined committee of twelve will meet in New York on 
July 13th, 14th or 17th. 


ee 
EN NS a TIS 


General Johnson states that the actual hearing upon 
a code begins with the presentation of the code by 
its sponsors and that they will be called upon to pre- 
sent evidence to show that the requirements of law 
have been fulfilled. These requirements are: 

1. That the associations or groups presenting codes 
impose no inequitable restrictions on admission to 
membership and are truly representative of such 
trades or industries or sub-divisions thereof. 

2. That such code or codes are not designed to pro- 
mote monopolies or to eliminate or oppress small en- 
terprises and will not operate to discriminate against 
them and 

3. That such code or codes shall not permit monopo- 
lies or monopolistic practices. 

The Control Board has discovered that, no one plan 
is a perfect sample to use in other industries. What 
may operate in the textile industry will be valueless 
in the shoe industry. So full liberty and initiative are 
given to the industrial aSsociations. 

There need be no fear of tanning codes, shoe 
manufacturing codes, or shoe retailing codes being 
forced through without proper debate and hearing. 
General Johnson decided “to do everything in a gold- 
fish bowl so that everyone may see what is going on.” 
Preliminary work now rapidly nearing its conclusion 
in-so far as studies of minimum wages and numbers 
of hours in shoe manufacturing has been necessarily 
confidential. Shoe manufacturing has the problem of 
district wage levels and also city vs. country wage 
levels. Some shoemaking centers are in cities where 


the high cost of living is over the line of the mean 
average of all shoemaking. Other centers are far 
below. 
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Back to school, or to college, or an office, in silly hats and 

snub-nosed shoes. They’re all buying bright new woolens, 

some of them are buying the new dark greys and taupes, 

and on warmish days lots of them are wearing the grey 

clothes that they bought last spring. Three good reasons all 
at once for selling shoes of 


Vode No. 


182 
(Gungrey) 


STANDARD. KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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Color Coordination Guide 
[CONTINUED FROM PAGE 21] 


DUSTBEIGE—darker greyish beige 
for general wear. 


COSTUMES 


Strongly emphasized, because of its 
neutral cast, to key with a wide range 
of Fall costume shades, including ruby, 
berry and vintage reds, as Rose Ruby, 
Vintage Red; the entire blue range, in- 
cluding Cruise Blue, Corbeau Blue; 
purplish tones, as Pansy Petal, Gentian 
Blue, Phlox Purple; bluish almond 
green, as Arcady; neutral beiges, as 
Doebeige; black. 


SHOES 


Indies Brown, Brown Taupe, 
Admiralty Blue, Black. 


New 


BROWN SHADES 


The smart new costume browns al- 
ready mentioned supply the underlying 
motif for this significant group. Not 
only will these darker hosiery shades 
be harmoniously tuned to the fashion- 
able brown costume, but in their lighter 
and warmer renditions, they will sup- 
ply the preferred contrasting note to 
“rusty” tones and vibrant metallic 
greens. In sheer versions, they will in- 
crease in prestige with the approach of 
late Fall and Winter. 


SPICEBROWN — warm animated 
brown. 
COSTUMES 

Of high-style significance, because of 
its harmonizing qualities, with the 
fashionable reddish browns, as Liqueur 
Brown; also blends smartly with Chona 
Brown and its lighter complement, Co- 
cotan; metallic greens, as Bronze 
Green; rust and orange hues, as Burnt 
Rust, Coppergold, Orange Laque. 


SHOES 
Madeira Brown, 
Brown. 


Bourbon, Swagger 


HONEYBROWN—light clear brown 
of golden cast. 


COSTUMES 

Highly important because it keys 
with a wide range of Fal] costume 
browns, including Friar Brown, Fudge 
Brown; rusts, as Zinnia Red, Burnt 
Rust; greens, as Dundee Green, Chut- 
ney Green, Lizard Green. 


SHOES 
Indies Brown, Fawn Brown. 


JUNGLE—medium chocolate brown. 


COSTUMES 

Correctly coordinates with darker 
browns in late Fall and Winter cos- 
tumes, including Licorice Brown, Friar 
Brown; also a smart contrast to olive 
and metallic greens, as Lizard Green, 
Bronze Green. 


SHOES 
Madeira Brown, Indies Brown. 
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FRIAR BROWN—¢eep neutral brown 
—very high-fashion. 
COSTUMES 

Smart for late Fall and Winter wear 
with darker costume browns, as Licorice 
Brown, Friar Brown. In very sheer 
hose. 


SHOES 
Madeira Brown, Indies Brown. 


EVENING COLORS 


Clear glowing tones of beige in 
golden or blush casts, as GALA and 
SUNTOUCH, provide the perfect com- 
plement to evening gowns and slippers 
in white and pastel shades of the “bon- 
bon” gamme. 


GALA is likewise appropriate with 
brighter colors of the melon, lime and 
orange types, as Orangeade, also reds 
and greens of yellowish cast, as To- 
mato Bisque and Aspic Green. 


SUNTOUCH is also harmonious with 
ruby or fuchsia reds, as Rubylustre and 
Red Fuchsia, and purplish blues, as 
Gentian Blue and Pansy Petal. Both of 
these warm tones blend with the gold 
slipper and are also a smart contrast 
to silver slippers. They are likewise 
correct with the black evening gown. 


BALI, that deep rich beige with a 
lovely glow, offers in its sheerest ver- 
sion, a high-fashion contrast to gowns 
and slippers in more vibrant shades, as 
well as warm browns, like Burnt Brown 
and Liqueur Brown, which will make a 
smart appearance in the evening mode. 


Ads Sell Shoes 


[CONTINUED FROM PAGE 82] 


Forster .. . for Comfort at the World’s 
Fair! With the gracious assistance 
of the Research Department of one of 
our important universities this shoe 
was designed for ‘The Long Day on 
Your Feet’ at the Fair! It features 
the construction of the shoe as espec- 
ially ideal for comfort and walking 
pleasure.” 

Marshall Field & Co. launch into a 
lengthy, but well written, message to 
its customers in which attention is di- 
rected to the necessity of seeing the 
Fair in comfort. The copy is sanely 
and convincingly prepared. Like the 
other shoe stores they, too, feature a 
“Century of Progress Shoe,” but 
further down in the layout we find this 
selling appeal that would excite anyone 
in need of a pair of shoes for Fair 
purposes to select Marshall Field & 
Co. as a possible source for their foot- 
wear purchases. “The message that 
thousands of people have brought from 
the World’s Fair is: ‘You'll enjoy it 
thoroughly; you'll be thrilled, excited 
by every inch of it, but wear comfort- 
able shoes.’ 

“We foresaw this need weeks ago: 
Our Century of Progress Shoe was de- 
signed to answer the need of women 
for a comfortable walking oxford to 
wear during a Century of Progress. It 





incorporates our ideals of yood shoe. 
making and perfect fit to give the 
maximum of comfort so necessary jp 
a shoe of this type.” Against an ey. 
position background the shoes are jj. 
lustrated. 

In Cutler’s ad, they have dramatize 
the women with Fair foot fatigue. The 
copy follows in breezy style as fo.lows: 
“SHE went to the Fair in... high... 
heeled ... shoes! She rested much, ,. 
missed more . . . remembers it as the 
day when her ‘feet nearly killed her,’ 

“Come to CUTLER’S for your Fair 
shoes. You can get them in white 
smart and snooty with low... walking 
. + heels. They'll let you go clicking 
along ALL DAY, ALL NIGHT log 
into every byway and Paris alley at 
the Fair and never give your fect an 
ache or pain.” Commendation goes to 
these stores for their alertness in cap. 
italizing and merchandising an event 
that has proven timely and profitable 
to the stores with enough initiative to 
recognize the selling advantages of its 
importance. 


Predicts Heavier Fall Shoes 


PROVIDENCE, R. I.—A good fall busi- 
ness in heavier shoe styles is pre. 
dicted by George E. Peirce, Jr., of the 
Thos. F. Peirce & Son firm. Spectator 
shoe types, heavier welts, and gener- 
ally heavier, more practical types of 
shoes will be popular, Mr. Peirce be- 
lieves, pointing to the fact that such 
types have not been in style for about 
eight years. Bicycle riding, Mr. 
Peirce believes, will influence shoe 
types, bringing into popularity heavier 
styles which will be worn by the ma- 
jority of women who will not actually 
take up the new hobby but who will 
accept its influence in shoe styles. 


Color Chart for Fall 


PHILADELPHIA — The VICI Color 
Chart for fall and winter, 1933, is 
now being distributed to the shoe-buy- 
ers of the leading stores throughout 
the country. 

This chart is compiled by Robert H. 
Foerderer, Inc., with the co-operation 
of Julius Forstmann Corp. and Cheney 
Bros. It presents the important color 
trends in costumes and shoes, grouped 
in their proper relation, for the com- 
ing season. Gray and blue are recon- 
mended for the early fall, while black 
and brown are stressed for fall and 
winter shoes. 


Indiana Podiatrists Licensed 


INDIANAPOLIS, IND.—Forty-five ap- 
plicants for licenses to practice podiatry 
in Indiana were examined June 22 by 
the state board of podiatry in Indianap- 
olis. Members of the board who con- 
ducted the examinations at the [lotel 
Claypool were Drs. W. R. Davidson, 
Evansville; A. B. Bowers, Fort Wayne; 
J. O. Kinsinger, Rushville; Howard 
Wiegner, Elkhart, and Dan R. Tucker, 
Indianapolis. 
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THE ANGLO-SAXON IDEAL OF FREEDOM OF SPEECH 
HAS FLOWERED IN AMERICA IN A UNIQUE 
AND UNMATCHED INSTITUTION —=e-=—_ 





The American Bustness Paper 





— — y, HAT freedom of 


speech in matters of general interest has 
meant in the development of our demo- 
cratic institutions, is matched in the 
field of business by the business paper. 
No such swift development of business 
technique, and particularly no such 
swift distribution of products, and in- 


formation about products, could have 


taken place without a free and inde- 
pendent business press. It is one of the 
vital reasons for our tremendous com- 
mercial development in the United 


States, a fact which may be verified by 
a comparative study of the business 
journals of any other country on the 
globe. The American business man, 
manufacturer, wholesaler or retailer, is 
presented each month with a veritable 
encyclopedia of information in his 
chosen field. To the schools of Amer- 
ica, and the daily press, as instruments 
of democratic education must be added 
our business press with its specialized 
service. 





Consider these features of well-conducted business papers, 
and their influence on the development of business technique: 





a a MN: EWS which, in the busi- 


ness paper, means the presentation of all angles 


of controversial matters; the rapid dissemination 
of information about new or improved products ; 
the spread of knowledge concerning shifts in per- 
sonnel in an industry, so important to all con- 
cerned; the exhaustive studies of conditions and 
trends which show in what directions industry is 


moving; the co-relation of specific developments 


in an industry with general movements in busi- 
ness; the technical information which, in any one 
issue of a competent business paper, might amount 
to as much as an individual could hope to gather 
in a lifetime; and over and above all this detailed 
material is the editorial comment, sifting, com- 
paring, commenting, searching out the basic -ele- 
ments, organizing the mass of news and infor- 


mation into compact, usable generalizations. 


The American Business Paper is one of the evidences of America’s willingness to 


learn. 


serves an industry’s need for 


Like its widespread system of democratic education, the Business Paper 
impartial 


information, placing at each _ reader’s 


command the same accumulation of data, for such use as he may make of it. 
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THE RECORDER’S 
DISTINCTIVE WINDOW 
DISPLAY CARDS 

































































Ceicbrate 
With a pair of 
Keon 
Sport 
S hocs 
| iis 
° ° JULY 
IF the shoes in your windows _. ha 
White board; design in 
could only say aloud: red and blue; text in 
“This is a fine store . . . always courteous service. The cus- black. _ 
tomer’s needs receive concentrated attention. The merchant Sise: 8x14” ping ¢ 
selling me is giving you wonderful value for each dollar you ; STOR 
spend.” COMPLETE TEXTS | Biispis: 
RECORDER WINDOW DISPLAY CARDS give “silent” shoes a SPECI 
in the windows a voice on behalf of the merchant. Make your a EXCH 
merchandise attractive in display—use Recorder cards for 2 cards—Men’s Som — 
color and to talk YOUR store service—and your business will : —— Thane aaa 
um prove. 6 cards—On Store Service, cards, 
; Fitting, Quality, Etc. not hi 
You can’t contact the window shoppers outside, but you can Single Cards: 60¢ each ferred 
GUIDE their thinking. Appeal to them on a basis of service, Without ‘Text: 95¢ each oo 
quality, personal satisfaction. SPECIAL INTRODUC. 
Recorder cards are designed and written exclusively for shoe TORY SERVICE: 3 
merchants. Double the value of your window displays with cards, 50 blank tickets, 
hand-lettered selling messages on colorful, artistic, die-cut without holders, @ $1.50. 
show cards. On Annual Contract, two H 
Samples will be sent on request holders supplied. d 
Oval 
nish: 
three 
These 
__| Bi holde 
— 
| | arn 
at! f the 1 
REDDLD, tures. 
“L":; Black and “I: Pale Green “9”; Red Flower “2”: Yellow Lan sil a Segseaaes 
Sit on Design on Buff. on Bright Yellow. nd on Deep Trim on Bright 
jee Yellow. No.......... 
Attractive Hand Lettered Price Tickets <5” wae 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK a 
WITHOUT STORE NAME: 6 dozen @ 85¢; 12 dozen @ $1.50 
WITH STORE NAME: 100 tickets @ $2.50; 200 @ $4.25 i. . 
“J’—Adjustable Clips for tickets: 14 gross $2.25 
(tilts at any angle) 1 gross $4.00 pena 
*K”—-Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 K 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred ont 
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ORE SHOES | 


Annual Display Card Service Select the Service You Wish— 

















Includes Mail Coupon—See Sales Jump! 
EXCLUSIVE FRANCHISE is given with annual card service SERVICE NO. 1—$5.00 monthly: 
to one merchant in an average size town, suburb or city shop- 13 display cards 6 holders 


oom i aciiaa ‘ - , 100 blank harmonizing price tickets 
B ’ . i 
ee ime 6 SERVICE NO. 2—$46.00 monthly: 
‘ 9 display cards ... 4 holders... 
SPECIAL CARDS, with wording as wanted. 100 blank harmonizing price tickets 


HANGE OF CARDS: Annual card ice subscribe q 

= any cards received for ume of the penne anton 4 : SE ae a 3—$3.00 monthly: 

whose texts better cover their merchandising program. isplay cards . oe 2 holders cee 
50 blank harmonizing price tickets 


















PRICE TICKETS: Blank tickets, matching the current month’s 

cards, supplied free. Neat tickets with prices as wanted, but SERVICE NO. 4—$2.25 monthly: 

- pyre with the show om supplied free, if pre- 5 display cards ... 2 holders... 
erred t ; harmonizing tickets, with prices as te plage 

to a well blended trim, = 25¢ per fifty, additional. 50 blank harmonizing price tickets 








BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, III. 
Please enter our order for the Recorder “Selling Mee 















HOLDERS 



























sage,” beginning with July, for card service ; 

































wi ae a — IN@tsccccees » for one year, consisting of........ card 
inne @ sles tale holders (with the first month’s service), ........ cards 
OPT Ee blank tickets each month—OR—........ 
ae IMPRINTED tickets at 25¢ per fifty, additional, for |: 
These modernistic which we will pay $........ per year, payable $........ ' 


holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 


per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must: 
be drawn on United States banks, or include exchange. ' 
(If for any unforeseen reason we wish to discontinue |: 
service before expiration of order, we agree to pay ' 
$1.00 per month additional for each month’s service 












delivered, and agree to return the card holders.) 
We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 


WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 25¢ per fifty: 














eo. ee Goossens 


CORPO HEHEHE HEHEHE HEHEHE - eee EEE EEE 


Peewee eeee- -eeeseseeesesesese 


Merchants Service Dept. 
BOOT AND SHOE RECORDER 


367 W. Adams St., Chicago, Mh eee cece ; 
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ELASTIC Box Toes give your customers 

real toe comfort. There is no sharp edge 

line and no loose or wrinkled linings to cause 

discomfort because Celastic thoroughly im- 

ptegnates the lining and doubler, fusing the 

THE QUALITY uppet into one piece. The comfort and style 

of Celastic-equipped shoes will be especially 

BOX TOE appreciated by travelers who know the value 
Te of ease and appearance in footwear. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


» HOW'S BUSINESS 4 


Heavy Consumer Demand 


Des Mornes, lowa—Retail shoe busi- 
ness is most satisfactory here. Twenty- 
two Des Moines shoe retailers out of a 
total of 26 questioned Saturday re- 
ported that their current business was 
above last year, both in units and dol- 
lar sales. 

The other four reported unit sales 
higher but dollar sales the same. 

All of them reported that the de- 
mand for sport shoes for both men 
and women is considerably above ex- 
pectations and 12 of the group reported 
the necessity of turning customers 
away. 

One Locust Street store, featuring 
moderate prices, reported that it had 
been unable to fill completely demands 
for sport shoes since April, and a Wal- 
nut Street store reported that its Sum- 
mer business this year was the best in 
six years. 

Reasons advanced by dealers for the 
increased business included the sudden 
and unexpectedly heavy demand of the 
public for sports shoes, and the general 
belief that shoe prices will rise. 


Tannery at Capacity 


PHILADELPHIA—“Soakings have in- 
creased 220 per cent during “the past 
six months,” says Percival Foerderer, 
president of Robert H. Foerderer, Inc., 
Philadelphia tanners of kid. He means 
that many more skins are being wet up, 
to be made into leather. Orders have 
shown a steady increase the last three 
weeks, Tanneries are running close to 
capacity, on a 54-day week, with pay- 
rolls up 40 per cent. 

















SATURDAY, JULY 8, 1933 


EVERY WEEK 














Leather Demand Strong 


BostoN—The United States Leather 
Co. is running short on sole leather, 
having sold off most of its stocks during 
the past two months at steadily rising 
prices. And prices keep going up, for 
oak backs were quoted at 35 cents last 
week, and union backs at 34. That’s 
an advance of three cents in four 
weeks. 

It will be some weeks before replace- 
ment leather arrives from the tanners, 
for they were down to a very low pro- 
duction mark a few weeks ago, and it 
takes time to make leather as every 
shoe man knows. 


Canadian Retail Boost 


MONTREAL—Retail shoe merchants 
will have to charge from 50 cents to 
$1.50 per pair more for leather foot- 





wear, depending on the quality and 
style, as a result of the great advance 
in prices of hides and skins. Informa- 
tion to this effect was given by R. Roy 
Weaver, manager of the Shoe Manu- 
facturers Association of Canada. Mr. 
Weaver stated the prices of hides and 
skins had increased during the last 
three months from 150 to 200 per cent. 


Getting Good Business 


CLARKSBURG, W. VA.—Pettrey Bros., 
who took over the Clarksburg Shoe 
Store a year ago, report an exception- 
ally fine business. White shoes have 
played an important part in the suc- 
cess of the increased business. Star 
Brand shoes for the entire family as 
well as Poll Parrott shoes for children 
are featured. Lawrence Moton man- 
ages the store. The steady mounting 
trade shows growing confidence. 














WHOLESALE PRICES FOR 


WEEK ENDING JUNE 24 





ES 





WasHINGTON, D. G—The Bureau 
of Labor Statistics of the U. S. De- 
partment of Labor announces that its 
index number of wholesale prices for 
the week ending June 24 stands at 65.1 
as compared with 64.5 for the week 
ending June 17, showing an increase 
of approximately nine-tenths of 1 per 
cent. ‘These index numbers are derived 


ALL COMMODITIES 

Farm products . 

Foods 

Hides and leather products .. 
Textile products 

Fuel and lighting 

Metals and metal products.... 
Building materials 

Chemicals and drugs 
Housefurnishing goods 
Miscellaneous 





from price quotations of 784 commodi- 
ties, weighted according to the im- 
portance of each commodity and based 
on average prices for the year 1926 
as 100.0. 

The accompanying statement shows 
the index numbers of groups of com- 
modities for the weeks ending May 
27, June 3, 10, 17, and 24, 1933. 


WEEK ENDING— 

June 3 June10 June17 June 24 
63.8 64.0 64.5 65.1 
53.2 52.5 52.8 53.2 
61.0 61.0 61.0 61.4 
79.9 80.9 82.8 83.5 

58.7 60.2 61.5 
60.8 61.4 63.6 
78.9 78.9 
73.4 74.2 
73.8 73.6 
72.8 72.8 
60.6 61.1 
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>» WHAT'S SELLING 4 
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Hosiery Promotion Ideas 


CuicaGo—At Marshall Field & Com- 
pany three lines of hosiery are being 
specially featured. 

“Snag resist” stockings are highly 
resistant to snagging, according to the 
display card. Sharp finger-nails and 
rough hands or callouses on feet make 
no impression on these hose. They are 
not, however, actually proof against 
runs. The non-snag quality of this 
hose is in the twist of the thread itself 
instead of in the weave of the fabric. 

“Perfection top” chiffon hose have as 
their sales point more stretch than 
average at the top, which is made of 
“kantrun” material. After laundering 
the top returns to its original size. 

“Gabardine twist” is the third line 
being featured in this display. This 
is a special twist which gives the stock- 
ing a strong highlight effect. It is 
particularly effective when worn with 
the rough tweed materials that are in 
high fashion this season. 

These stockings are all displayed in 
one aisle near one of the busiest en- 
trances, which make it handy for those 
following the advertisements to find 
the display. These are all selling for $1 
a pair. 

Beautiful gift cabinets especially de- 
signed for Century of Progress visitors 
are in a lovely shade of green blue 
with one of the Fair buildings in gold. 
These are given with four pairs of 
stockings at a dollar a pair or over. 
Many out-of-town patrons are buying 
hosiery as gifts, it is said here, and 
the courtesy cabinet gives an extra 
fillip to the recipient’s pleasure it is 
believed. 

Single pairs of hose are being packed 
for patrons in smart looking boxes of 
sharp blue with a design of the major 
Fair buildings in gilt, also as a courtesy 
gesture. 

Besides the regulation length hose 
in 31-30 in., the extra length (34 in.) 
and the out-size in extra width, a short 
hose in 28 in. length is now being sold 
for the tiny miss who has been strug- 
gling along in her big sister’s stockings 
hitherto, 

These various accommodation lengths 
come in a wide range of prices and 
shades in chiffon, midweight and ser- 
vice hose. The extra short length hose 
is new this season. 


Scalloped Edges on Soles 


LyNN, Mass.—Edges of soles may 
be scalloped, or even pinked. Machin- 
ery men have devised a method for 
cutting scallops, or pinkings, on edges 
of soles, and the finish firms have 
worked out a method for finishing 
them. A few shoes with the new 
fancy edges have already been made 
in experimental work. Scallops on 
edges of soles to correspond to scallops 
on wing tips is one idea. This is a 
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radical change, for edges of soles have 
been made smooth. and firm for longer 
than anybody knows. 


Fall Predictions From Cleveland 


CLEVELAND, OHI0—J. Harold Rob- 
erts, manager of the Stone Shoe Co., 
advises that they already have stocked 
for the Fall season. For late August 
and September, he predicts that suedes 
in black, brown and grey will find 
favor with dark greys to be heavily 
featured. Mandrucca calf of black, 
brown and grey in the Spectator sport 
types are expected to go strong with 
lacings and built up leather heels. For 
later selling, Mr. Roberts foresees 
Calcutta lizard and some alligator bid- 
ding for popularity. 


Big As a Dime 


LYNN, Mass.—Shoe manufacturers 
are trying out shiny metal. buttons, 
some as big as a dime, and the buttons 
being thus large they have to obtain 
new raceways for their button sewing 
machines. A raceway is the chute 
through which the buttons automatical- 
ly descend from the magazine to the 
needle of the machine. 








» TRADE DOINGS 4q 








Baltimore Shoemen Organize 


BALTIMORE, Mp.—With a member- 
ship of about 30 of the leading dealers 
in the city, the Baltimore Shoe Retail- 
ers Association was organized in Bal- 
timore on June 27. Steps were taken 
at another meeting held on June 29 
to work out plans to adopt the best 
method for the members of the newly- 
organized body to comply with the pro- 
visions of the National Industrial Re- 
covery Act. 

Henry E. Wyman, of Wyman’s, was 
elected president of the association; 
George B. Hess, of N. Hess’s Sons, 
was elected vice-president, and H. A. 
Goodman, of Goodman’s, was elected 
treasurer. 


ahiienenaiediominmnen 








ENDICOTT-JOHNSON ISSUES CORPORATION REPORT 


The new organization plans to tak 
immediate action toward the adoptig, 
of a local code of fair competition yp). 


HENRY E. WYMAN 
Newly elected president Baltimore shoe 
men 


der the terms of the Industrial Recoy- 
ery Act and wiil hold another meeting 
in the near future to discuss the de- 
tails from every angle. 

It also is planned by the organiza- 
tion to become affiliated with the Na- 
tional and the Middle Atlantic Asso- 
ciations. 


Ohio Leather Declares Dividend 


YOUNGSTOWN, OHIO — Directors of 
the Ohio Leather Co. have declared the 
usual quarterly dividends of $2 per 
share on first preferred stock, $1.75 per 
share on second preferred stock and 25 
cents per share on common stock, pay- 
able July 1. The dividend rate has been 
kept up during the depression at the 
rate which has prevailed for some time. 
There are 48,687 shares of common 
stock; 4271 shares of first preferred 
and 6311 shares of second preferred 
stock outstanding. 





EnpIcott, N. Y.—The Endicott-Johnson Corp. have just released their financial 


report as of June 3, 1933, as follows: 


6 mos. end. 
June 8, ’33 
$18,765,537 
17,381,088 
1,384,449 
441,140 
100,000 
843,309 
11,875 
855,184 


Exp., etc.* 
oe 
Depreciation 
Federal tax 
Profit 
Int. earn., etc 
Net profit 
Com. divs. 608,040 
Surplus 39,059 


*Less miscellaneous income. Deficit. 
only one quarterly dividend. 


6 mos. end. 
July 5, ’30 
$26,563,677 
$25,194,574 
1,36),103 


6 mos. end. 
July 3, ’31 
$24,739,998 
22,789,591 
1,950,407 
466,683 
168,917 
1,314,807 
18,946 
1,333,753 
304,020 810,720 
+445,024 208,142 


tIncludes depreciation. §Loss. 


6 mos end. 
June 4, 732 
$21,277,633 
20,888,675 
388,958 
423,968. 

: 145,867 
§35,010 1,22°3,236 
30,430 
§4,580 1,223,236 
1,01°3,400 
$152,039 


|Inciudes 
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Inaugurates Retirement Fund 


Hvupson, Mass.—Hill Brothers Com- 
pany, well known makers of men’s 
popular priced welts, last week an- 
nounced the inauguration of plans for 
an employees’ retirement and unem- 
ployment wage fund, as soon as new 
prices have been adjusted to national 
recovery. Hill Bros. are the first New 
England manufacturers to develop 
such a plan for its workers. 

This New England firm, well known 
for its novel merchandising and adver- 
tising plans, once again demonstrates 
the uausual in the creation of a move- 
ment to avert the dismissal or layoff 
of employees in the future due to eco- 
nomic conditions. 

The purpose of the fund is to pro- 
vide, by the joint efforts of the em- 
ployers and employee, a fund to be paid 
to employees who through no fault of 
their own, are laid off or discharged. 
The plan will likely be operated by a 
committee of five members, two elected 
by the firm, two by the workers and a 
fifth by the four members of the com- 
mittee. 

Two years ago Hill Brothers created 
a plan under which employees build up 
reserves from their earnings during 
periods of full time work in order to 
carry them through periods of season- 
able unemployment. 

This well known New England man- 
ufacturer is combating the seasonable 
unemployment problems by leveling off 
peak production periods and working 
toward a uniform payroll throughout 
the year. This is accomplished by 
making shoes in dull periods for future 
delivery. 


Studied Recovery Act 


WASHINGTON, D. C.—A special meet- 
ing of all the Washington Shoe Retail- 
ers was held at the Hotel Harrington 
June 28. The purpose of this meeting, 
according to President O. L. Davidson, 
was to acquaint the retail shoemen of 
Washington with the administration 
and purpose. of the National Industrial 
Recovery Bill recently passed by Con- 
gress, and which is of vital importance 
to every shoe retailer. 

Dr. Hector Laze, acting chief of the 
marketing service division of the De- 
partment of Commerce, explained in a 
most thorough manner the general pur- 
pose of the bill and the wide sweeping 
powers it confers on the President, and 
how these powers may and can affect 
business, 

Edwin Hahn of William Hahn & 
Sons, who is a director of the National 
Shoe Retailers’ Association, spoke of 
the importance of membership in a 
trade association truly representative in 
numbers and in volume of business, 
and that the retail shoe business 
through its trade association may set 
up its own regulatory machine, and 





adopt a fair practice code of business 
subject to the approval of President 
Roosevelt, or the retail shoe business 
must be prepared to have the Govern- 
ment set up a code for it. 


Contest Stimulates Business 


SAN BERNARDINO, CAL.—Willard W. 
Sult finds that Summer shoe business 
is stimulated if special contests are 
sponsored. Each July Sault puts on 
some kind of a contest. Last year he 
had a pair of shoes frozen into a huge 
cake of ice which was placed on a tray, 
loaned by the local ice company, in a 
showcase standing in the lobby of the 
store. Passers-by and customers were 
invited to try their skill at determin- 
ing the length of time required to melt 
the ice block. To those whose figures 
came nearest the correct period a pair 
of shoes, any kind and at any price, 
was available. Because it was called a 
game of skill newspapers accepted ad- 
vertising of the event. For the price 
of two pairs of shoes Sault was able to 
increase his sales for July from 10 to 
15 per cent over the same month for 
the previous year. 

Another stunt used by this shoe mer- 
chant to attract attention and develop 
extra sales of a similar type is to have 
a giant burning candle in the lobby 
showcase, a pair of shoes again being 
the reward to the one who turns in fig- 
ures which approximate the length of 
time required for the candle to burn 
itself out. 


Canada Leading Patent 
Leather Exporter 


MONTREAL—The Dominion of Can- 
ada has replaced the United States as 
leading exporter of patent leather to 
the markets of the United Kingdom, ac- 
cording to information which has 
reached the Montreal Board of Trade. 
This increase of Canadian exports of 
patent leather, as well as certain 
classes of calf leather to Great Britain, 
is held to be a direct benefit from the 
preference accorded Canada by the 
United Kingdom under the terms of the 
trade agreements drawn up during the 
Imperial Economic Conference last 
year. 


GOOD HOSIERY PROMOTION 


Los Angeles—As a result of a special direct- 
mail promotion in hosiery, !asting one week, 
Gude’s Shoe Store, according to report, sold 
approximately 100 dozen of 95c hosiery at a 
time when the majority of downtown stores 
were featuring stockings at 50c a pair. The 
folder advertising the event was a simple affair 
printed in blue on blue, buff and cream paper 
and cost only $225. It was sent out under 
le postage to 10,000 customers most of whom 
were on the charge list, and contained infor- 
mation as to the hosiery itself. its construction, 
color chart and price, | pair being 95c, three 
pair $2.80. The offer held good only from 
Monday to Saturday. ‘ 
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WHERE TO BUY 
Men’s Shoes 


“HIGHEST GRADE ONLY” 


‘ EAST WEYMOUTH, MASS.. U. S. A. 








ORIGINAL 


Deft, 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 
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Men’s Fine Shoes 
OLD COLONY SHOE Co. 


Brockton, 
MASS. 


Shoes Now Retail $8.50 Up. 
A. E. NETTLETON CO. 


BOSTON 
10 HIGH ST. 


























Open Billboard Campaign 


CLEVELAND, OH10—The Stone Shoe 
Co. is opening a new billboard cam- 
paign, using 50 of their own boards on 
the main roads within 60 miles of 
Cleveland. This includes about 20 new 
boards which are being erected on 
leased ground to augment their present 
established group. They are 4 x 8 
ft. in size. “Vitality Health Shoes for 
Men, Women and. Children at the Stone 
Shoe Co., Ohio’s Largest Shoe Store,” 
will be the new message to face north- 
ern Ohio motorists. 
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Selling Shoes at Fair 


CuicaGo—Folks who are trotting 
around the grounds at the Century of 
Progress are being given an oppor- 
tunity to buy their shoes right on the 
spot by Henry C. Lytton & Sons. 
Already shoes are selling well in con- 
nection with the Palm Beach suits 
which are being particularly featured 
here. 

The Lytton store on the Fair grounds 
was put up as an adventure in pub- 
licity rather than as a merchandising 
project, it was pointed out here, and 
the sales activity is a pleasant surprise, 
it was said. 

“How do you do? Can I show you 
around?” is the approach to the visi- 
tor at this Hub unit. Those in charge 
are “attendants” rather than sales peo- 
ple, with the result that the sales re- 
sistance of the guest is reduced to a 
zero point and much sales activity re- 
sults without effort. 


Police Dept. Sells Shoes 


PROVIDENCE, R. I.—The Providence 
Police Department has established a 
shoe department where policemen may 
purchase regulation shoes at a substan- 
tial saving over the usual retail price 
for service shoes. It is said shoes re- 
tailing at around $6 will be sold at the 
police station for slightly under $4. 

The department will be in charge of 
an expert shoe fitter, and will be open 
once each week. Policemen are allowed 
to purchase shoes on credit. 

This innovation is naturally not 
viewed with pleasure by local shoe re- 
tailers who believe the city should keep 
out of the shoe business. Several mer- 
chants report a good business in regu- 
lation shoes for officers in which they 
believe will be lost. Policemen are not 
obliged to buy their shoes at the sta- 
tion, although the difference in price 
is naturally in favor of it. 


Urges Buying American Goods 


WILKES-BarrRE, PA.—In a three-col- 
umn 18-in. advertisement the Thrift 
Shoe Store shot a smashing message 
to local folks as to why they should 
buy American made tennis goods. J. 
S. Raubfogel, manager of the store, 
said, “This advertisement shows the 
price at which we are forced to sell 
merchandise in this territory due to 
foreign competition, particularly as it 
applies to rubber footwear.” 

The text of the ad read: “Be Fair to 
American Labor. Thousands of pairs 
of inferior made Sneaks are being 
dumped into this valley—and sold for 
a penny or two less than our American 
made Sneak. This forces American 
labor out of work just as thousands of 
tons of foreign coal which is being 
dumped into this country is forcing 





miners out of work right here in our 
own valley.” 


German Shoe Sales Larger 


FRANKFURT - ON - MAIN, GERMANY~— 
According to statistics compiled by the 
Reichsverband Deutscher Schuhhandler, 
footwear sales were 55 per cent greater 
in March than in February of this year, 
This was due to the fine weather dur. 
ing March and to early Easter pur. 
chases. April was also a favorable 
month. The industry was well employed 
and retailers increased their sales by 
10 per cent over March. Raw mate. 
rials showed a slightly rising tendeicy, 
while shoe retail prices remained on 
about the same level as in the previous 
month. For the first time in many 
months sales of footwear of the be:ter 
qualities increased. 


Against July Sales 


ALBANY, N. Y.—At a meeting of the 
Capital District Shoe Retailers Acso- 
ciation held here for the purpose of 
making plans for the coming conven- 
tion of New York State Shoe Retailers, 
it was brought out that there is a very 
definite trend among the shoe retail- 
ers to keep up the price of summer 
footwear all during July. 

Upwards of 75 retailers attended 
this meeting from all parts of the Al- 
bany district. T. Arthur Cohen pre- 
sided. He named a committee to ar- 
range for the annual outing. Plans for 
the state convention are nearly com- 
pleted which will be held in Albany 
Sept. 11 and 12 at the Hotel Ten Eyck. 


Prison Factory Job Open 


WASHINGTON, D. C.—The U. S. Civil 
Service Commission announces that an 
open competitive examination for a 
shoe factory cost and production super- 
intendent to fill a vacancy in the Fed- 
eral Prison, Leavenworth, Kan., is to 
be held. Applications must be on file 
with the U. S. Civil Service Commission 
at Washington not later than July 18, 
1933. The entrance salary is $2,000 
a year, less a deduction of not to ex- 
ceed 15 per cent as a measure of econ- 
omy and a retirement deduction of 3% 
per cent. 


Montour Incorporates Business 


STAMFORD, CONN.—The Montour 
Shoe Store has been opened at 113 At- 
lantic Street by George W. Montour, 
who formerly operated the Walk-Over 
Shoe Store at the same address. A 
corporation has been formed to con- 
duct the business, with Mr. Montour, 
Harry A. Moehring and Benjamin H. 
Mead as incorporators. 

Authorized capital of the corporation 
is $25,000, of which $10,600 has been 
paid in. The shop is carrying lines of 
Selby Arch-Preserver and Styleez end 
Wright Arch Preserver shoes. 





ANY~— 
by the 
indler, 
reater 
s year, 
r dur. 
’ pur- 
or able 
loyed 
es by 
mate- 
leiicy, 
ad on 
Vv ious 
many 
eter 


AND SHOE RECORDER 


¥ mbining THE SHog ReErTAILER, July 8, 1933 


SSS 
» ABOUT PEOPLE 4 


—————— EEE 


Briggs Goes to Shepard’s 


PROVIDENCE, R. I.—The Walk-Over 
Shoe Store closed its doors Saturday 
following a sale which closed out near- 
ly all stock. The store had been in busi- 
ness for years, formerly being located 
lower down on Westminster Street, tak- 
ing the present location following a fire 
which destroyed the former building. 

The present lease expires this week 
when everything will be removed. It 
is said that a Walk-Over agency will 
probably be arranged for. 

William R. Briggs, manager, is to 
join the shoe business of the Shepard 
Store, this city, as manager of the 
men’s, women’s and children’s depart- 
ments, now being operated by Richard 
Fairbend. Mr. Briggs has had ex- 
perience in shoe store management in 
several cities in various parts of the 
United States, and had been manager 
of the Walk-Over store since T. J. 
Purvis left the store. 


Border Manages Roxy Store 


CANTON, O.—D. E. Border, has been 
named manager of the newly opened 
Roxy Shoe store for women at 313 
Market Avenue North. The _ store 
merchandises womens footwear at one 
price. Mr. Border has been a resi- 
dent of Canton for seven years and 
previous to joining the Roxy firm was 
identified with several of the leading 
shoe stores in the city. 


Pollom Made Manager 


ANACORTES, WasH.—A. D. Pollom 
has been named as manager of the re- 
cently opened Self-Service Shoe Store 
here. This is one of the Norman 
Brunswig shoe stores in southwestern 
Washington. 


DATES TO REMEMBER 


Boston Shoe Fair July 10, 11, 12 

Friendship Day August 6 

Labor Day September 4 

School Starts September 5 

Annual Convention, New York State Shoe 
Retailers Assn., Hotel Ten Eyck, Albany, 
TS. (err September 11-12 

Fall Shoe Week 

Jewish New Year 

World Series Commence 


Armistice Day 

Thanksgiving 

30th Annual Convention, National Boot and 
Shoe Manufacturers Association, Hotel Com- 
modore, New York 

National Season Opening, Hotel Commodore, 


New Year’s Day January 1, 1934 
National Shoe Retailers Annual Convention 
at St. Louis Jan. 8, 9, 10, 1934 
Northwestern Shoe Retailers Regional Associa- 
tion at Minneapolis Feb. 5, 6, 7, 1934 





Mettler Manages Hugo’s 
Booterie 


Fr. WortH, TEx.—B. B. Mettler, who 
formerly operated his own shoe store 
in Oklahoma City, has been made man- 
ager of Hugo’s Booterie, women’s shoe 
shop at 803 Houston Street in Fort 
Worth, Tex. He succeeds the late Hugo 
Silverton. 


Sullivan With Frankel Co. 


Des Moines, Iowa—Dan. V. Sulli- 
van has been made a member of the 
shoe sales staff of the Frankel Cloth- 
ing Co., according to shoe buyer E. G. 
Toepfer. Sullivan has been in the re- 
tail shoe field here for the past 12 
years. For four years he was with 
Cranda!.; Boot Shop and later with 
the Florsheim store. He has a fine fol- 
lowing with the men in town. 


Tobman Joins Quality Staff 


BALTIMORE, Mp.—Joseph Tobman, 
who was formerly with the orthopedic 
department of Hochschild, Kohn & Co., 
this city, has become associated with 
the orthopedic department of the Qual- 
ity Boot Shop. 


Bertman Made Manager 


WoonsockET, R. I.—M. Bertman has 
been manager of the shoe department 
at McCarthy’s department store since 
the shoe business was taken over by 
the Carl Spector Shoe Co. of Boston. 


Stone Heads Merchant Assn. 


JacKSON HeIcHtTs, N. Y.—Jos. P. 
Stone, who operates the Polly Preston 
Shoe Shop at 84-23 Roosevelt Ave., 
has been elected president of the Jack- 
son Heights Merchants Association. 


Fezler Heads School Board 


OKLAHOMA City, OKLA.—Day Fezler, 
popular Oklahoma City shoe store own- 
er, has been elected president of the 
Oklahoma City Board of Education. 


Ed. M. Sandler Starts Store 


MARION, Iowa—The Family Shoe 
Store has opened with Ed M. Sandler 
in charge. He was formerly with the 
Family Shoe Store in Cedar Rapids. 


New Atlanta Firm 


ATLANTA, GA.—P. E. Hyde and Sons 
have leased the corner at 1 Peachtree 
Street and are remodeling it into what 
will be one of the finest shoe stores in 
Atlanta. “Happy” White, well-known 
Atlanta shoe man and singer over 
WSB, the broadcasting station of the 
Atlanta Journal, will be in charge of 
the store, it has been announced. He 
has been manager of the W. L. Douglas 
Shoe Store in Atlanta for a number 
of years. 





49 


OO 6 68 Ohh 88 OS 


WHERE TO BUY 


Men’s and Women’s 
Slippers 
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WwW. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 


in Steck Men’s Full Leather Lined 
Handturned Slippers 


Priced from $1.35 


Kid Puliman Slippers 
colors and black with 


Seap Pocket $1.35 
‘Zipper Pocket $1.50 
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SIMPLEX SHOE 
TREE COMPANY 


105 W. ADAMS $7, CHICAGO 
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remeves. Write fer unique 
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Dissolves Partnership 


BALTIMORE, Mp.—Maurice Kolker 
and David Siegel, trading as M. Kolker 
& Co., 806 East Baltimore Street, this 
city, wholesalers of footwear, have dis- 
solved their partnership. Maurice Kol- 
ker has purchased the interest of his 
partner, David Siegel, and will now 
operate the business alone at the same 
location and under the same trade 


name of M. Kolker & Co. 
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CLEANS ALL WHITE SHOES CLEAN 
Satisfaction—Or Money Back 
SOLD BY GOOD WHOLESALERS 


CAVALIER CORP. 
BALTIMORE, MD. 
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MRS. DAY’S IDEAL BABY SHOES 
5: (nfants’ Soft Seles...0-8 
/ KALA intermediates ........ 1-5 
Ne Flexible Hard Soles... .2- 
Send for In-Stock 
Catalog 
MRS. DAY'S IDEAL BABY 
SHOE CO 
Locust St. 














HiGhesy GRADE 


For Children 
of. All Ages. 
tinctive Patterns. 


R 
Dis- Wats 

Excep- 
tional Values. In Stock. 
surprises in the Fall Line. 


CHILD LIFE SHOE MFG. CO. 
MILWAUKEE, wis. 
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Opens Marion, lowa, Branch 


Des MoInes, Iowa—The Family Shoe 
Stores, Incorporated, who operate 
stores in this city, Cedar Rapids and 
Tama have recently opened up an ex- 
clusive shoe store in Marion, Iowa. 
They report a splendid business since 
the opening. : 
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Starts Foot Comfort Shop 


PawTUcKET, R. I.—Dr. Mellion’s 
Foot Comfort Shop has been appointed 
distributors for Ground Gripper Shoes, 
and the Doctor Kahler line has been 
ordered to be ready for sale the latter 
part of the summer. The firm also 
carries Physical Culture shoes. 

Maurice J. Mellion, D.S.P., owner 
and manager, recently contributed an 
interesting article to the local bulletin 
cf the State association, in which he 
wrote: “Shoe knowledge is going to be 
more and more a power in aiding foot 
deformities and corrections. The podi- 
atrist-chiropodist should equip himself 
with a thorough understanding of 
shoes, their construction, leathers, 
lasts and fitting for each individual 
patient. The podiatrist - chiropodist 
will find particular value in knowing 
the language of the shoe trade.” 


Starts Corrective Store 


AKRON, O.—Robinson’s Boot Shop, 
a corrective shoe store for men and 
women, has been opened at 259 S. 
Main Street, in the Mayflower Hotel 
Building. New shop specializes in the 
proper fitting of hard to fit feet. New 
store will specialize in the Air-O-Pedic 
health shoes. 

Identified with the new store are 
V. H. Davis, for several years with 
the Wagoner-Marsh Shoe store and 
Kotte’s shoe store, both of Akron, and 
V. J. Robinson, formerly with the 
Wagoner-Marsh store, who will give 
personal service to the store’s clientele. 


Starts Own Store 


SEATTLE, WASH.—Following closing 
of the Edwin Clapp shoe store at 519 
Olive Way, Seattle, June 30, a new 
store will be opened in this city to 
serve the Clapp customers. This new 
store will be established by Louis B. 
Hawkins, under his own name. He 
has been manager of the Clapp store 
in this city. The great chagrin er- 
pressed by many Clapp customers over 
the announcement of the store to dis- 
continue June 30 indicates a strong de- 
mand for the shoes, and has led the 
manager to establish a shoe business 
of his own at 1324 Fourth Avenue, 
which he opened July first. 


Stanley Stores in Baltimore 


BALTIMORE, Mp.—The Stanley Shoe 
Stores will open at 120 West Baltimore 
Street, where a three-story structure 
will be occupied. The Stanley Shoe 
Stores are a new entrant into the re- 
tail shoe field here. Extensive remodel- 
ing and improvements will be made to 
the building, including installation of 
modern wall shelving, chairs, lighting 
effects, etc., designed to make the es- 
tablishment a representative as well as 
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substantial addition to the exclusive re. 
tail shoe field. The concern expects to 
open for business about the middle of 
the month. Hosiery will be carried. 


New Savannah Men’s Store 


SAVANNAH, GA.—The Edwards-Jones 
Co., new men’s furnishing store, is fea- 
turing the W. L. Douglas shoe. W. I. 
Farmer, who for a number of years 
handled the Douglas shoe in Savannah, 
is head of the department. 

Thomas A. Jones, the president of 
the new firm, is one of the best known 
retail men’s furnishing men in this 
section. He organized and for a num- 
ber of years was head of the Thos. \. 
Jones Co., the largest exclusive men’s 
and boys’ furnishing store in south 
Georgia. 


Seattle’s Latest Store 


SEATTLE—“Richard’s Fifth Avemie 
Shoes” will be the name of the new 
store opening in the near future along 
Seattle’s own Fifth Avenue. A full 
line of men’s, women’s and children’s 
shoes will be stocked in this new shoe 
store that is now being attractively 
prepared by the contractors as a hani- 
some setting for shoes. The site chosen 
for the new Fifth Avenue shop is at 
1514 on this thoroughfare of specialty 
stores and movie houses. 


ae 


PROFITEERS 


“1 will not pay that price for shoes (I said it 
downright mean) ; 

“You men are profiteering, ‘tis clearly to be 
seen. 

“1 sold a cowhide just today for a dollar and 2 
half; 

“It was a full grown animal, and not a little 
calf. 

“And for this pair of oxfords, you want three 
dollars more 

“Than | got for my whole cowhide”’—I went 
out and slammed the door. 

1 went into a hardware store and bought 2 
last and tackle 

| wasn’t going to pension those profiteering 
jackals. 

I took a cowhide red and raw, and worked for 
half a day; 

Then hung it in the smokehouse with sweet- 
grass, bark, and hay; 

1 worked for fully seven days, twelve hours to 
the day. 

| made a pair of oxfords—or call them what 
you may. 

They didn’t fit; they hurt my feet—I threw 
them in the dump; 

| figured up my time and tools and called myseif 
a chump. 

| went into a shoe store, next time | went ‘co 
town; 

1 bought a pair of oxfords and put ten dolla:s 
down. 

And | wondered as | wandered te my cottage 
on the lea— 

How they sold those shoes so cheaply. ’Twas 
more than | could see. 

GRANT UTLEY, 
Editor, “Cass Lake (Minn.) Times.” 
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< ON THE SELLING END > 


News of the Travelers and Sales Activities 


Whittemore Gets Clock 


Boston, Mass.—When John S. Whit- 
temore, former national president of 
the N. S. T. A. and whose name was 


JOHN S. WHITTEMORE 


a watchword for years on shoe sales- 
men’s activities, recently deserted the 
ranks of his colleagues, there was 
nothing but praise for their former 
chief, from the ranks of the roadmen, 
in all parts of the country. 

Identified for years with the Eastern 
Commercial Traveler’s Insurance Com- 
pany as a director, John was recently 
called upon to serve as_ secretary- 
treasurer and directing chief of this 
nationally recognized institution. His 
associates among the Boston Travel- 
er’s, Southern Shoe Salesmen’s Associa- 
tion and Boston Shoe Associates, at a 
dinner at the Hotel Essex, at which 
Charles W. Morrill, former chief of 
the N. S. T. A. presided, he was pre- 
sented with a beautiful engraved elec- 
tric clock, in appreciation of his years 
of effort, to aid his fellow travelers 
in the trade. 


Becomes Divisional Manager 


J. M. McHenry, 
for many years 
prominent in gen- 
eral line activities 
in Milwaukee, Wis., 
and Chicago, IIl., 
now becomes Chi- 
cago divisional 
manager for Nat- 
ural Bridge, Billi- 
ken and Craddock- 
Terry lines in that 


J. M. McHenry territory. 





Schulz Joins Stickles 


E. J. Schulz, who has been traveling 
the Southern territory for seven years 
for the Ideal Shoe Company of Mil- 
waukee, has joined the sales force of 
the L. D. Stickles Shoe Company of 
Red Wing, Minn. 

Mr. Schulz has many friends of long 
standing in the Southern states who 
will, no doubt, be glad to learn of his 
new connection. 

He is now calling on the trade in 
the states of Missouri, Kansas, Okla- 
homa, Colorado and Nebraska with the 
new line. He is thoroughly familiar 
with juvenile footwear and is compe- 
tent in presenting the line in a manner 
that will be of assistance to the good 
merchants. 


Ohio Travelers Elect 


At the annual 
meeting of the Ohio 
Shoe _ Travelers’ 
Association held at 
the club rooms in 
the Chittenden 
Hotel, J. J. Kalten- 
brun, was reelected 
president for the 
coming year. 
George H. Brack- 
ney was named 
vice-president in 

L |. Kateniven = ince of J. W. Riley 
who served for the past year. E. C. 
Bigelow was re-elected secretary-treas- 
urer. 

P. W. Smith, W. W. Skinner and T. 
J. Mackey were named members of the 
board of directors for two year terms. 
Hold-over directors are J. A. Vance, J. 
W. Riley and J. H. Williams. J. A. 
Vance was named chairman of the rail- 
road committee and George H. Brack- 
ney was named chairman of the hotel 
committee. Over 50 per cent of the 
membership was present or represented 
by proxy. 

The president “Jim” Kaltenbrun has 
been active in shoe traveling circles for 
the past score of years. He is a past 
president of the National Shoe Travel- 
ers’ Association and has served as the 
chairman of the educational committee 
of the national association for a num- 
ber of years. 


Rogers Bros. Increase 
Organization 


Boston—Highly elated over a re- 
markable increase in sales the past six 
weeks, Julian W. Rogers, president of 
Rogers Bros., Boston, nationally known 
jobbing house, last week announced 
tentative plans for a new merchandis- 
ing campaign of interest to retailers 
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WHERE TO BUY 
Dancing Shoes and Taps 


6 hh 6 es 


& KENDALL’S T7ESIONAL + 


IN-STOCK 
Style No. 18 





Pat. Les. or Bik. 
Kid with Fuil 
Cleth Lining. 


$1.65 


Women's Sizes, 2%-3 
gies” 


Misses’ Sizes, 11-3 
$1.55 











DALL SHOE COMPANY »% 


* HAVERHILL, MASE. 





TAP 


BLACK CALF 
PAT. LEATHER 


Womens 
A-B-C 24% -8 
$1.35 


OWENS SHOE CO. 


589 Essex St., Lynn, Mass. 


Misses 
A-B-C li%-2 
$1.25 





WHERE TO BUY 


Sport Footwear 


a 





BASS aan. Bd 
BO OTS, pss 


Camping yf 


W th Hurtig is 


Fishin § 


G.H.BASS & CO. WILTON, Aine 








nationally operating between the $2.50 
and $4 price range. 

In addition to the Boston headquar- 
ters of Rogers Bros., at 59 Lincoln 
Street, other offices and representatives 
of the company include Joseph Alt- 
man, 200 Church Street, New York 
City; Max Maesner, 507 Temple Bldg., 
Detroit, Mich.; Manny Goldberg, Se- 
curity Bldg., 189 West Madison Street, 
Chicago, and Morris Marlow, 2210 
First Avenue, Birmingham, Ala. 


Correction 

In Hannahson’s advertisement in the 
July 1 issue of BooT AND SHOE RECORD- 
ER, the prices should have been $1.25 for 
jinen regents and $1.50 for the white 
kid. 








» FACTORY CHANGES 4 





Evangeline Succeeds Berry 

PorRTLAND, Mr.— Evangeline Shoe 
Mfg. Corp. succeeds the A. H. Berry 
Corporation of this city. The new 
company will manufacture welts and 
silhouwelts in fashion and sport types, 
similar to the lines the Berry Corpora- 
tion has been identified with for years. 
George L. Herrick is president and 
Max Rothbard is treasurer. These men 
were partners in the former G. W. 
Herrick Shoe Co. of Salem and New- 
buryport, Mass. Mr. Herrick will han- 
dle certain special accounts; Tommy 
Maxwell, formerly with J. M. Connell 
Shoe Co., of South Braintree, Mass., 
will represent Evangeline in New York 
and western territory; Harry Sperry, 
for many years with A. H. Berry Shoe 
Corp., will cover New England. The 
new company is highly enthusiastic 
over the plant and the efficiency of the 
personnel, most of whom have had 
years of experience in the manufacture 
of Goodyear welt footwear. 


Moves to Brockton 


LYNN, Mass.—The Alberts Shoe Co., 
makers of women’s welts, and the Al- 
berts Innersole Co., an allied concern, 
are moving from Lynn to Brockton. 
Benjamin and Emanuel Alberts, broth- 
ers, are managers. 
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Consolidates Factories 


LYNN, Mass.—The Gold Seal Shoe 
Co. has taken 80,000 ft. of floor space 
in the Hilliard & Merrill factory at 120 
Eastern Avenue, and will there con- 
solidate the business of making women’s 
novelty shoes which it has hitherto car- 
ried on in Newburyport and Boston. 
John H. Goldberg is manager. H. Solar 
is forming a new firm to take over 
and operate the Boston factory. Pro- 
duction will start in the Lynn factory 
along in July. 


Ideal Shoe to Move 


BrockTtoN—The Ideal Shoe Com- 
pany, a subsidiary of the Diamond Shoe 
Company, at present operating under 
the “Golden Rule” plan, will soon oc- 
cupy new quarters in the former 
Churchill & Alden factory. The factory 
at present is located in the Lincoln 
Street factory, owned by the C. A. 
Eaton Shoe Co. 


To Make Girl Scout Shoes 


Lynn, Mass.—The Melanson Shoe 
Co. has received the contract to manu- 
facture Girl Scout shoes. It is a 
marked step forward for them because 
it means extra volume of business. An 
unusually fine shoe for Girl Scouts is 
to be produced. 





Reduces Capital 


CoLumMBUS, OHIO—Papers have been 
filed with the Secretary of State re- 
reducing the authorized capital of the 
Wolfe Wear-U-Well Corporation, 
which operates a large chain of retail 
shoe outlets throughout the country 
from 125,500 shares of Class A com- 
mon stock with a par value of $20 to 
75,000 shares of the same class of 
stock and with the same par value. 
This reduced the capital of the com- 
pany from $3,223,000 to $2,012,000. 
B. C. Hommon is president and R. H. 
Wolfe is secretary of the company. 


W. H. Newcomer Starts 


WILLARD, OHIO—W. H. Newcome:, 
who formerly operated a shoe store in 
Medina, Ohio, has leased the store- 
room in the Hunter Block formerly oc- 
cupied by the Ashley Shoe Store. The 
room was remodeled for the new store. 
Mr. Newcomer was formerly manager 
of the shoe department in the Siegen- 
thaler Co., Mansfield. 


BEER KEGS ON SHOES 


Miniature kegs and barrels, in the form of 
buttons will adorn many women’s novelty shoes 
for Fall, according to several leading designers 
in the East, who acclaim this idea as most 
befitting in connection with the button vogue, 
destined to be highly popular, the coming 








NEW YORK CITY 


OFFERING 
Rooms With Use of Bath 
Rooms With Use of Bath 
Reoms With Use of Private Bath....1 


Large Comfortable Suite 


ANNOUNCING [22 


HOTEL FLANDERS 


West 47th St. and West 48th St. 


“In the Heart of Timeg Square” 
One Block From Rockefeller Center 


300 LARGE ROOMS 


Maximum Value—Minimum Rates 


2 persons 


Rooms With Use of Private Bath....2 persons 
2 or 3 people 


Special Weekly Rates on Newly Furnished, 
Redecorated, Modernized Rooms 


nthe Queen City 

hen you travel you expect 
he utmost in luxury, comfort 
nnd service. You find it at the 
Sinton-St. Nicholas in the heart 
pf downtown Cincinnati. There’s 


a pleasant atmosphere. . 

are large and cheerful. . 

is really good. .service is punciiiiMiil 
tual and unobtrusive. . rates area 
very moderate. . Dining Rooms 
Public Rooms electrically cooled 
Come to Cincinnati. .Stayatfil 

Hotel Sinton-St.Nicholas. . 750 

rooms with bath and servidor. 

Rates from $2>°daily. 


Boo’ 
com! 


i Ginton-St Nichola 


IKE HOME IN 


INCINNAT 


MAKE THE FLANDERS YOUR HOTEL ON YOUR 
NEXT VISIT TO NEW YORK 


YOULL LIKE IT!!! 
FRED W. BIZEL, Resident Mgr. 


Under Same Management 


HOTEL CAMBRIDGE 
60 West 68th St., N. Y. 
An Excellent Residential Hotel Near Central Park 
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LOCKSTITCH 
SHOES 


New shoemaking methods have 
produced characteristics and 
results heretofore unknown 


Shoes made by this process 
ASSURE 


FLEXIBILITY 
FOOT COMFORT 
STYLE and QUALITY 


THEIR GROWING POPULARITY IS SIGNIFICANT 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CLAV/IFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


e 9 e © 











SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 








SALESMAN WANTED 


Wanted—Live wire with established accounts for 
the State of Ohio to sell on Commission basis of 
Ten Percent our Extensively advertised line of 
“HAPYTOZ” Children’s Shoes, Turns, Stitch- 
downs and Pre-Welts. Complete details, Goodger 
Shoe Corporation, 89 Allen Street, Rochester, 
N. Y. (Manufacturers). 











SALESMEN to carry high grade line of men’s 
spats and children’s play shoes. Old reliable 
house with established business. Address D-402, 
care Boot and Shoe Recorder, 367 West Adams 
St., Chicago, Ill. 





Wy Aeren: Salesmen to carry line of Men’s 

Hand Turned House Slippers, on a strictly 
Commission basis; States open: Pennsylvania 
and Missouri. Address D-403, care Boot and 
Recorder, 239 West 39th St., New York, 





ANTED salesmen covering territory by 
car to carry as side line. Manufacturers 
fast selling line of in stock Children’s Shoes 
sizes 2 to 8. Territories open: Illinois, Michi- 
an, Indiana, Iowa, Nebraska, Kansas, Okla- 
omme Missouri, Michigan Louisiana, Missis- 
, Alabama, Georgia, Kentucky, T Texas and 

sas. Address D-412, care Boot and Shoe 
Recorder, 367 West Adams St., Chicago, IIl. 


ANTED sstitchdown manufacturer _ better 

grade, looking for salesman selling jobbers 
and larger chains. (Side line man preferred). 
Address D-411, care Boot and % A Recorder, 
239 West 39th Street, New York, N. Y. 


ALESMAN experienced to carry on straight 
commission basis Brooklyn turns to retail at 
$6.50 in New England, New York, New Jersey 
and Pennsylvania. Address D-409, care Boot 
and Shoe ¥ Recorder, 239 West 39th ‘Street, New 
Yor 














LINE WANTED 


POPULAR priced, short line of men’s welts 
and also men’s house slippers wanted for 
Southern California or entire state. Address 
D-408, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


ANTED line of moderate priced women’s 

shoes. Middle West territory. ide ac- 
quaintances. 25 years’ experience. Best refer- 
ences. Address D-413, care Boot and Shoe 
Recorder, 367 West Adams Street, Chicago. 








stores. 





MERCHANDISING EXECUTIVE 


Twenty years experience in the chain store field. Exceptional 
opportunities and duties have made it possible to gain a detailed 
and practical knowledge of the complete handling of a chain of 
Experience includes buying of men’s and women’s 
shoes, hosiery, etc., general store management in all its branches 
such as training salesmen, advertising and leasing. 
desired only with a reliable and progressive house. 


Address D-407, Care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


Connection 








SHOE salesman and department head. Both 
chain and po an ag store experience of 20 
years. Go anywhere. Best of references. 
Andrew Butterworth, 8988-214th Place, Queens 
Village, L. I. 





WANTED : a position as foreman or machine 
operator in welt department in shoe factory. 
Have been fourteen years with my present em- 
loyer, now closin indefinitely. Address 

illiam Jackson, P. O. Box 168, Belpre, Ohio. 








WANTED TO PURCHASE 





WANTED: Used shoe shelving, chairs and 
window fixtures. Schwartz’ Shoes, Inc., 
111 Irving St., Rahway, N. J. 








XPERIENCED retail shoeman—Buyer, Man- 

ager, Merchandiser, Trimmer—wishes con- 
nection with reliable firm. A-1 References. 
Reasonable salary. Will go anywhere. Address 
D-410, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








BUSINESS OPPORTUNITY 








U CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn bi 
income in service fees. A new system 0 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can —— to. age capi- 
tal required or goods ae 2 mo agency 
or soliciting. oF etablished 1894. Ad 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


Buyers of Surplus Stocks 
won? wie bey surpiue or py Ny ef cheese 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4296 and 4290 














POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 














Minimum charge 75 cents. 
$1.25. 





When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
&* Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 


Minimum charge 
In all other cases each 





When writing advertisers please mention Boot and Shoe Recorder 
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KENT 
AUTOMATIC 
GARBAGE NEW YoRK 


The last word in convenience and safety 
for your car ,.. occupies its own par- 
ticular compartment .. . offers every 
opportunity for storage by the hour, the 
day, the month . . . with or without 
service. 


Rates $15.00 monthly and upwards... 
Expert repairs on all makes of cars. 


KENT GRAND CENTRAL 


44th St. Near Third Ave. 
Tel. Murray Hill 2-0460 


Your Car Is Never Touched by 
Human Hands 


\ 
ay|-—~ O VQ, 
ee OTEL 


ON THE OCEAN AT 
MANOMET POINT 


Surprisingly Inexpensive 








SMOOTH SANDY BEACH 

SURF BATHING ... 

WARM SEA WATER SWIMMING 
POOL ... GOLF ... TENNIS 


ONE OF NEW ENGLAND’S 
FINER RESORTS 
‘Also Under Charles A. Dooley 
Management 


MAYFLOWER HOTEL 
HYANNIS, 
MASS. 








Chain Store Efficiency. 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in ecards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
367 West Adams St., Chicago, III. 


























Bathing at Craigville Beach 





2 WONDERFUL DAYS 
é& NEW YORK fe 


and Holidays Included 

@Taxi Fare from Bus Terminal or R. R. 
Station to Hotel. 

@ Beautiful Room with Bath and Shower. 

@Three Deliciously Prepared Meals in 
the Broztell Dining Room. 

@ Orchestra Seat to a Current Broadway 
Show Hit. 

@Special Dinner in the Famous Green- 
wich Village Barn, Featuring Leading 
nena Stars in a Splendid Floor 

ow. 


HOTEL BROZTELL 


_ Stettr ar Siw Avinwlt MEW YORK 














Weil Branch in Canton 


CANTON, OH1I0—The I. S. Weil Com- 
pany has leased a storeroom at 218 
North Market Avenue and has opened 
an exclusive store for women. The 
company formerly operated a store in 
the Schafer Block and later on North 
Market Avenue, discontinuing it more 
than a year ago. Weil Company op- 
erates retail stores in several other 
Ohio cities. 


Takes New Location 


VANCOUVER, WASH.—Spellman’s Bus- 
ter Brown Shoe Store, which recently 
went through a disastrous fire here, 
has taken a new location on the ground 
floor of the new Byrne Building at 
Ninth and Main Streets. Extensive 
remodeling of the interior of the store 
is preparing the location for its fine 
stock of the lines of Buster Brown. 
The new shoe store is expected to be 
ready about July 15. 





..is a word we’re fond 
of at the Paris. There's a free 
swimming pool—a solarium—a 
roof garden—a radio in every 
room. With our rates of $16. a 
week for room, bath, breakfast 
and dinner, you can afford to 
live here — FREE from worry. 


Hotel 
Miz 


97th ST. AT WEST END AVE. 
NEW YORK CITY 


BOSTON SHOW 
July 10, 11, 12 
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Selby Wage Increase 


PORTSMOUTH, OHIO.—As a step to- 
wards industrial recovery and to fully 
cooperate with the Federal authorities, 
the Selby Shoe Co. announced a 10 
per cent increase in the wage scale in 
all departments of its factories in 
Portsmouth and Ironton, effective July 
27. In connection with the posting of 
notices in the plants the following state- 
ment was made: 

“While the operation of the Indus- 
trial Recovery Act, as it affects shoe 
manufacturing, and the adoption of a 
code for the industry cannot possibly 
become effective for some time, the 
Selby Shoe Co. in keeping with the 
spirit of the act, and as a number of 
other companies are doing, is making 
wage adjustments now, and at the 
same time is increasing employment to 
full capacity. 

“Despite the fact that a considerable 
volume of orders is in hand on shoes 
priced at the lower labor rates hereto- 
fore in effect, the increased wages will 
be effective July 17, which is as soon as 
the new rates can be figured out in de- 
tail and issued to the operators.” 

The new rate schedule will affect 
2500 employees at the Portsmouth plant 
and about 700 at the Ironton plant. 

Ever since the Selby salesmen re- 
turned to their territories following the 
usual sales conference, orders have 
been pouring into the headquarters of 
the company. Within the past three 
weeks the company have received orders 
for 250,000 pairs, breaking all previ- 
ous records of the plant for the same 
length of time. During one week orders 
for 90,000 pairs were booked. 

Production will be maintained at the 
capacity point for the remainder of the 
year it is declared. 


Gary Store Incorporated 


Gary, Inp.—The South Side Boot 
Shop, Inc., has been incorporated to 
deal in men’s, women’s and children’s 
footwear. Capitalization is 1000 shares 
of stock at no par value. Incorporators 
are Wallace P. Studencki, Thomas 
Masterson and Frank Dutka. 
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A BUYING GUIDE To 
OUR ADVERTISERY 
IN THIS 
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BOOTS AND SHOES 


Ault-Williamson Shoe Co., Auburn, Me..... 47 


Bass, G. H., & Co., Wilton, Me..-.......-+ 51 
Boyd-Wright Shoe Co., St. Louis, Mo. 10 


Central Shoe Co., St. Louis, Mo. 31 
Chase, W. S., & Sons, Haverhill, Mass.... 49 
Child Life Shoe Mfg. Co., Milwaukee, Wis. 50 
— heater & Sons, Inc., E. Weymouth, 


Lynchburg, Va., 
Second Cover 


Bliss & Perry Co., Newburyport, ‘ 


Cunliadetency Co., 
Dodge, 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 
Edwards, J., & Co., Philadelphia, Pa., 
Back Cover 
Firestone Footwear Co., Boston, Mass. .,, .34-35 
Kendall Shoe Co., Haverhill, Mass 


Minor, P. W., & Son, Inc., Batavia, N. Y. 7 
Mrs. aa Ideal Baby Shoe Co., Danvers, am 


Nettleton, A. E., cediae BM. XY. 


Old Colony Shoe Co., Brockton, Mass 
Owens Shoe Co., Lynn, Mass. 


Peters, Branch of Int. Shoe Co., St. Louis, 
Mo. 25 


Richards & Brennan Co., Randolph, Mass. 48 
Roberts, Johnson & Rand, St. Louis, Mo... 29 


Selby Shoe Co., a eg Ohio 
Smith, J. P., Shoe Co., Ine., Chicago, IIl.. 


Tupper Slipper Corp., Brooklyn, N. Y 
United States Rubber Co., New bo City, 


ront Cover 
Vitality Shoe Co., St. Louis, Mo. 1 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass ; 
Levor, G., & Co., Inc., Gloversville, N. Y..2-3 
Surpass Leather Co., Phila., Pa......... 4-27 
Young Co., Richard, New York, N. Y..... 4 
Ziegel Eisman Co., Boston, Mass 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 
Cavalier Corp., Baltimore, Md. .......... 50 
— Shoe Machinery oe Bosto: 
M 6-44-53-3rd a 


SHOE ACCESSORIES 


Simplex Shoe Tree Corp., Chicago, IIl.... 4 
Scholl Mfg. Co., Chicago, Il. 


MISCELLANEOUS 


Hotel Broztell, New York City 

Hotel Flanders, New York City 

Hotel Paris, New York City 

Hotel Pennsylvania, Philadelphia, Pa. 
Hotel Sinton-St. Nicholas, Cincinnati, O... 


Kent Automatic Garage, New York City.. 5 
Kirsch-Blacher Co., Inc., New York City.. 


Mayflower Hotel, The, Hyannis, Mass. 
Poster & Deutsch, New York City 
Stephenson Laboratory, Boston, Mass 





Charles H. Wilson 


BIRMINGHAM—Funeral services for 
Charles H. Wilson, 55, president of 
the Wilson Shoe Co., 504 Nineteenth 
Street, Ensley, were held here recently, 
Mr. Wilson died suddenly in his store 
as a result of a heart attack. He had 
been in ill health for about two months, 


Jacob Hurwitz 


SEATTLE, WaAsH.—Jacob Hurwitz, 
proprietor of the Family Shoe Market. 
of Seattle, died in this city at his home 
on 28rd Avenue, North. He was born 
in Minsk, Russia, but came to Seattle 
in 1893, going into the shoe business 
in this city. He was prominent in 
B’nai B'rith circles during his long 
residence here. 


Charles Vreeland 


PROVIDENCE, R. I.—Charles Vreeland, 
operator of several retail shoe stores 
in this city, died at his home here fol- 
lowing an illness of several weeks. Mr. 
Vreeland came here from Seneca Falls, 
N. Y., and with his brother started in 
the shoe business. His brother and 
widow survive him. 

At present the Vreeland Bros. own 
two retail shoe stores, although they 
have at various times operated others. 


Emil Julius Brandt 


SEATTLE, WASH.—Emil Julius Brandt, 
vice-president of the Schroeder Shoe 
Company, died at the Seattle General 
Hospital after a two-year illness, at. 
the age of 62 years. He was a veteran 
of the big gold rush to the Klondike,. 
coming to Seattle in 1897 from Mis- 
souri, where he was born. He spent 
two years in Alaska during the big 
rush shortly afterward, and then re- 
turned to Seattle, where he remained. 


Roger Kiley 


MARION, INp.—Roger Kiley, 68, re- 
tired shoe merchant, was found dead 
in his garage, June 23. Mr. Kiley was 
one of the well-known shoe merchants 
in Indiana. He retired from business 
several years ago. 

Coroner Neal Loomis said a prelimi- 


‘nary examination failed to reveal 


whether death resulted from a _ heart 
attack or from the carbon monoxide: 
fumes of his automobile engine. 
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" Suanee 


Humber 
Fiz 


This is the Old Reliable among browns, the color that the 
average woman means when she says “| want a brown 
shoe."" This year, it should be better than ever, in the 
first place, because browns are expected to be very 


good in ready-to-wear, in the second, because it has 


been accepted as a complement to red, green or neutral 


costumes. 
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MABEL WINKLE, INC., STUDIO 

















This step-in of Suanee, No. 172, 
trimmed with a bronze kid 
ruching and a_ small 
bronze button, is 
smart for wear 





with town 
clothes. 


Vow (Cast iS r ) i= 
(A Iiecl Xd . — yy 


1CO Gold Aree. Wase York Cy 


Vol. 108, No. 19. Published every week by the Boot & Shoe Recorder Publishing Company, 239 W. 39th St., New York, N. Y. 
at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. 











Entered as second class matter, Sept. 10, 1925, 
Printed in U. S. A. 


























This certainly is the banner year for white kid shoes! Retailers are 
overwhelmed by the demand, which is just reaching its peak with 


the vacation season. You can still re-order white kid shoes with full 
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safety of mark-up. Remember that a brand new pair of white kid§ 


shoes is indispensable to the vacation wardrobe and a vast number } 
of vacations are taken in August. These listings will help you add 


to your profits. 





Number of Models Make-up 





These Manufacturers Can Supply You In-Stock Order Retail 
With White Kid Shoes In July In August Delivery Price 
Air-O-Pedic Shoe Co., Brockton, Mass. 6 TT ere, se eee 


Amesbury Shoe Co., Amesbury, Mass. 


Ault-Williamson Shoe Co., Auburn, Me. .. . 
Boston Quality Shoe Co., Boston ...... 


Cincinnati Shoe Co., Cincinnati....... . 


Clayman Shoe Mfg. Co., Boston, Mass. 


Collela Leighton Shoe Co., Lynn ....... 
Consolidated Shoe Corp., Cincinnati ... . 


Corbin Holmes Shoe Co., Hudson, Mass. 
Walker T. Dickerson Co., Columbus, O. 


Endicott-Johnson Corp., Johnson City . .. . 
Gregory & Read, Inc., Lynn, Mass. ...... 
Hannahson’s Shoe Co., Haverhill ..... 
Hoge-Montgomery Co., Frankfort, Ky. . . . 
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Our predictions proved true. Every store is short on sizes of white 
kid shoes. Merchants who are not on a profit diet are going to 
size-up or re-order white LEVOR washable kid shoes because they 
know that, with so many shoe shops thinking the summer is over, 
Der hundreds of women in every community will gladly pay regular 
add prices to secure proper fitting white kid shoes in late July and 
throughout August. 





Number of Models Make-up 
These Manufacturers Can Supply You In-Stock Order 


With White Kid Shoes In July In August Delivery 





Irving Shoe Co., Chicago 4 
Johansen Bros. Shoe Co., St. Louis 

Kane, Dunham & Kraus, Inc., St. Louis . 
Geo. E. Keith Co., Campello, Brockton .. . 
Chas. Meis Shoe Co., Cincinnati 

Milius Shoe Co., St. Louis, Mo. 

P. W. Minor & Son, Inc., Batavia, N. Y. 
Paramount Shoe Mfg. Co., St. Louis, Mo... 
Prospect Shoe Co., Boston, Mass. . 

Selby Shoe Co., Portsmouth, O.. 

Stetson Shoe Co., So. Weymouth, Mass. 
St. Louis Shoe Mfg. Co., St. Louis 


P. Sullivan Shoe Co., Cincinnati 


a 
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12 


$10.50-12.50 
$2.25-2.75 
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Virginia Lee Shoe Co., Milwaukee 
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SILAQUWELIS 


CREATE EXTRA 
SALES APPEAL 


They are 








smartly fashioned 
and promote 
foot comfort 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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NEW YORK SALES ROOM 
47 WEST THIRTY-FOURTH ST. 


Cc. G. SHRINER, SECRETARY MARBRIDGE BUILDING 


R. M. VOSBURGH, TREASURER TH EWALKER T. DICKE RSO Nco a Petemeaechres a 
cine COLUMBUS, OHIO na 
\ Rare | WEDGE BALANCED 


We wish to call to your attention the following letter which was 
mailed out some months ago. Violations either direct or by 
intent will necessarily result in franchise cancellation. 


IMPORTANT NOTICE 


w. T. DICKERSON. PRESIDENT 
H. GORDON, VICE PRESILENT 













February 7, 1933 









The Trade—-Mark, ARCHLOCK, is used to identify shoes manufactured solely by 
The Walker T. Dickerson Company, and our salesmen and dealers are instructed and 
urged to insist upon proper recognition of this, our trade-mark, by purchasers as 
denoting corrective shoes produced by The Walker T. Dickerson Company. 








ARCHLOCK shoes bear the endorsement of Dr. John Martin Hiss and are made funda- 
mentally in accordance with this noted Orthopedic Surgeon's recommendations and ex- 
clusive patented features. 







The trade is cautioned to identify ARCHLOCK shoes by their true trade-mark 
name and to sell or offer to sell these shoes under no other circumstances. 




















We caution you to not, in any instance, use the name of or the endorsement of 
any other doctor or brand of shoes in your newspaper advertising, or in window trim— 
ming, or to intimate or sell ARCHLOCK shoes as being a duplicate or a copy of any 
other copyright named shoe carrying any legal endorsement that is not identified 
with ARCHLOCK shoes. _— 









ARCHLOCK is a trade-mark of many years of usage as denoting high grade foot-— 
wear fashioned by The Walker T. Dickerson Company and its predecessors, and there 
are other competitive lines of shoes on the market bearing trade names which, by the 
careless and unthinking, may be confused with our ARCHLOCK shoes. 








ARCHLOCK is also a name given to a certain foot manipulation by Dr. John Martin 
Hiss and has been so designated in his literature for a number of years. 








To avoid any loss of trade in this regard, be sure to stress in all transac- 
tions or publicity matter, that ARCHLOCK shoes are made exclusively by The Walker T. 
Dickerson Company under the advice and designs of Dr. John Martin Hiss and are not 
connected in any way or manner with any other source of manufacture. 


THE WALKER T. DICKERSON COMPANY. 


W. T. Dickerson 


President. 
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“BUY AMERICAN”’ 


When writing advertisers please mention Boot and Shoe Recorder 
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LEATHERS MAKE GOOD SHOES 
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) J. M. CONNELL 
SHOE 
COMPANY 





A smart, new oxford for 
fall wear in Ruby (Black) 
Kid. 





When writing advertisers please mention Boot and Shoe Recorder 
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ESETELL YOUR CUSTOMERS THIS NEWS- 


1933 




















A DEFINITE 
SALES INFLUENCE 


4 If you sell shoes made of Ruby (Black) Kid you will find it 





valuable to mention that fact in your advertising: direct mail, 
newspapers, window displays, radio and other media. .. . 
Your customers know that it takes good leather to make good 


shoes. . 


Poandsodive on. ans Branch 
SOHN AL EVANS 6 CO_ 


PHILADELPHIA — 
BOSTON * MILWAUKEE 





















CAMDEN, N. J. 
CINCINNATI ST. LOUIS 












When writing advertisers please mention Boot and Shoe Recorder 
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Five kinds of high grade upper 
stocks are used in the production 
of Uptown shoes — sealskin, calf- 


skin, kangaroo, kid, and genuine 





buckskin. The shoe illustrated is one 
of the two sealskin styles in the 
new Uptown line for Fall... and 


they are winners. 
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No. 1718 Genuine black sealskin, Brutus last, 
m leather sole and heel. Widths A to D. 


§ No.1758 Same style in genuine brown sealskin. 





* ROBBETS J DENSONSRAND 


Branch te international Shoe Co 
ST. LOUIS, Mo. 


Sie 


When writing advertisers please mention Boot and Shoe Recorder 





